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MERCURY-LITH 
' ' ROLLERS & BLANKETS 
ing wit For Multilith Printing Machines 








MERCURY-GRAPH ROLLERS 
For Multigraph Duplicating Machines 














To keep production flowing smoothly in your 
direct mail department, equip your duplicating 
machines with these time-saving accessories. 
They're quicker to wash up. The super accuracy of 
their construction eliminates much needless 
press adjustment. Best of all, they provide really 
professional-looking reproductions. They are 
the deluxe rollers and blankets at everyday prices. 








RAPID ROLLER CO. 


FEDERAL AT 26TH D. M. RAPPORT 
CHICAGO 16, ILL PRESIDENT 





TIME, MONEY 


Preparing Copy for Offset Reproduction 


WITH THE NEW REMINGTON RAND 


““CARBON RIBBON 


ELECTRIC TYPEWRITER 


If you have production deadlines to meet (who doesn’t?) ... 
if you'd like reduced production costs (who wouldn’t!)— 
our new Carbon Ribbon Electric is right down your alley. 


It’s tops for speed—completely electrified action 
assures utmost accuracy with maximum output. It's ideal 
for either photographic or direct image masters— 
gives you cameo clear, uniform impressions. 
Send the coupon now for a complete description of this 
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THE FIRST NAME IN TYPEWRITERS 


new cost-saving aid to offset reproduction. 











How Many DUDS 
Can You Afford? 


M @ilers are getting more and 
more finicky about the mail- 
ing lists they rent. Their budgets 
for mail-selling promotions are 
tighter. They're looking for fatrer 
returns from test mailings—doing 
more shopping around among 
list brokers 
We think it's a good thing. Our 
business always seems to 
perk up when mailers put the 
pressure on. Probably because 
we offer them people, not mere 
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; us gluttons for work, to M. L. STRUTZENBERG. Circulation Manager 
But we're happy enough HENRY HOKE, JR., Advertising Manager 
>ustomer's payoff. How . — a 

EDITORIAL BOARD 


Horrie A. Bell, Allen, Lane and Scott, 2300 Market Street, Phi 
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rite on your business letter 

head for our descriptive folder 
WHICH WILL YOU HAVE- 

NAMES OR PEOPLE? 


Paul Bolton, 4801 Connecticut Avenue, N. W., Washington 8, D. ¢ 
Harry E. Foster, Harry E. Foster Agencies Ltd., King Edward Hotel, Tor 
H. J. Hgdon, Phoenix Metal Cap Co., Inc., 2444 West 16th St hic 
l Miles Kimball, Miles Kimball Company, Kimball Bldg., Oshkosh 
Pp ze2rge Kinter, Advertising Highlights, 209—9th St., Pitt 
B. Mannion, Austenal Laboratories, Inc., 5932 Wentw 
SPECIAL LIST BUREAU Edward 
DIVISION of DICKIE-RAYMOND hard Messner, E. E. Brogle & Company 
Martin H. Perry, St. Giles Publishing Co., Lid E 
68 BROAD STREET. BOSTON 10 George Pfeiffer III, Sunset Magazine, 576 Sacrame 
Raymond, Dickie-Raymond, Inc., 80 Br 
Harold Stedfeld, Stedfeld & Byrne, Inc., 1220 Huron I 


$$ Faultless Millions$$| —~ 
Hand Picked 
Mailing Lists 


FOR CONCERNS WHO DEMAND BIG 
AND POSITIVE RESULTS 
2.000.000 Women Mail Order Buyers 
e (Classified) 
1,500,000 Men Mail Order B : . : 
- ee V Classified) How Direct Mail Can Help Small Business 


2.000.000 Book Buyers (Classitied) M. Russckoll, Vanquard Advertising 


N. Mayer, Jr, James Gray, Inc, 216 East 45t! 








January 


Cleaning Up Loose Ends 


2.000.000 Mothers with small children : . ee 3 
(Selected) nues Mis 4 n why and how nali busine 


2.000,000 Negro Mail Order Buyers ind can use adverti 
$.000.000 Investors. Stockholders. Bond 
Buyers. Oil. Mining. Public 
Utility. Etc. (C assified) 
750,000 High School Seniors 
600.000 School Teachers Contributing Editor James Stewart gives tw 
$00.000 Opportunity Seekers tories of small-busine iser { direct mail 


acce storie 


ing to increase sale 


How Direct Mail Works for Two Users of Simple Formats 


700.000 Music Lovers 
2.000.000 Veterans 
200.000 Contest names 
300.000 Ministers 
400.000 Church Workers 
300 000 Sportsmen 
2.000.000 Small town women 
300,000 Rated individuals in small towns 
—worth $1000 to .000 
150.000 Turf Fans (Race Horse Players) 


The Best of The Christmas Appea! Letters 


One Advertising Man to Another George Kinter 


Playing Post Office .. . Edward N. Mayer. Jr. 


Hundreds of other lists—in the 50.000 to 
100.000 Bracket. Write or Wire us your 
needs NOW. 


Faultless Organization 
2nd Fleor—3439 Michigan Ave 
Chicago 16. Ill. 


OFFICIAL PUBLICATION DIRECT MAIL ADVERTISING ASSOCIATION 


1600 DMAA Members receive The Reporter regularly as part of the association service 
A portion of their annual dues pays for the subscription 
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NOTES 


DEPARTMENT 


@ WHAT IS A “near editor’? Wish 
A. E. Carpenter. president of E. F. 
Houghton & Company. 303 West Lehigh 
Ave., Philadelphia 33, Pennsylvania. 
would tell us why he lists himself as 
“near editor” of their h.m.. “The Hough- 
ton Line.” And why he constantly re- 
fers to himself by that term in the 
editorials. It's a good house magazine 
(now in its 17th year) but why the 
“near? 


@ ALL SORTS OF STUNTS are popping 
up for simplifying and cutting costs of 
addressing. We received an envelope 
from a printer with address on sticker 
evidently photos‘ated in reverse (nega- 
tive). Must have put a lot of addresses 
on a big photostat sheet. then cut apart. 
Not bad. Then... A. B. Dick Company 
recently announced a new addressing 
stencil sheet. Stencil is simply lined 
to indicate sticker size blocks. On re- 
peat jobs which do not warrant making 
plates. typist simply cuts many ad- 
dresses on stencil. Required number 
can be run off, then s‘rips cut apart 
and pasted on envelope. 

Two companies have brought out in- 
expensive addressing machines (from 
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@ Note to new readers: Use The 
Reporter as a means of getting 
acquainted with the people who 
are doing effective direct mail 
work ... also as a means of 
getting specimens and informa- 
tion for your idea file. Have a 
pencil handy while you read. In 
these “Short Notes.” for example, 
we try to highlight for you the 
best pieces, stunts or ideas of 
the month. Check the items 
which interest you the most. Give 
the magazine to your secretary 
with instructions for writing re- 
quests for pieces or information 
described. Notice that in most 
cases we give complete name 
and address. Most of those men- 
tioned in The Reporter will be 
glad to cooperate with you. You. 
in turn, should cooperate when 
you or your work are mentioned. 
Be sure that The Reporter is on 
your list to receive samples of all 
the direct mail you release. That's 
what makes The Reporter an in- 
teresting and valuable magazine. 
It is written by. for. and about 
its readers. 
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$25 to $50) working on spirit dupli- 
cating principle. Addresses are typed 
on adding machine rolls with a special 
carbon underneath, face up. so that 
carbon impression is under original 
roll. As envelope goes into machine 
it is moistened slightly with a solvent 
which absorbs carbon impression when 
lever is pushed down. Ideal for short 
runs, or for repeat addressing jobs 
which do not warrant expensive plates 
and power-addressing equipment. We 
are still keeping our eyes peeled for a 
story on photographic addressing from 
microfilm. 


eee 


@ SURVEYS seem to be a big business 
at The Crowell-Ccllier Publishing Com- 
pany. 250 Park Avenue, New York 17. 
We've just received a 90-page 81," x 11” 
booklet titled “Index of Surveys” (dur- 
ing period of 1939 to 1949). In all. 
Crowell-Collier conducted 436 sep- 
arate surveys. They are listed in index 
by number and by classilication. Cover 
practically every product, buying mo- 
tive or habit. Copies of any of the 
surveys are available for references 
in New York offices of company. 


eee 


@ IF YOU WANT some more letter- 
head ideas send for the new 
“Working Kit” just released by Ham- 
mermill Paper Company. Erie. Penn- 
sylvania. Kit is divided into two pocket 
arrangements. One contains speci 

of nine types of basic letterhead styles 
and other information relating to busi- 
ness correspondence and sales letters. 
Matched stationery too. The other 
pocket shows time-saving printed forms 
which can be adapted to any type of 
business. Very much worth having 
around. 





@ MOST UNUSUAL . is the job 
recently accomplished by Pitney-Bowes. 
Inc. of Stamford. Connecticut. President 
Walter H. Wheeler. Jr. wanted to find 
out exactly how the employees felt 
about the company. Dr. J. E. Walters 
of the School of Business Administration 
of Dartmouth College was induced to 
tackle difficult job of conducting a 
poll on questions such as—pay, profits. 
opportunity. security. working condi- 


(Continued on page 6) 


REPLY-O LETTERS 
will do your selling job 
@ MORE EFFICIENTLY 
® LESS EXPENSIVELY 


NATIONAL ADVERTISERS SAY: 


"Our Reply-O Letters “An eloborete breodside 


produce between 18% 

ond 32% replies. We 

hove been able to trace 

"13 millions in business 

trom on expenditure of some list.’ 

$27 ,000.00."" The Methieson Alkeli 
Werks, incorporated 


cod 
The Reply-O follew- 


New Englend Mutvel 
Life Insurence Compeny 


“Reply-O-Letter topped all records 
brought in the highest number of 
contract dollors ever pulled by any 
letter we hove moiled 700 
inquiries, twice the number we hove 
been able to draw by other forms 
of direct mail 
F W. Dodge Corporetion 
To save you time, send along the fol- 
lowing information when you request 
samples. 
Frequency of mailings. 
Average size of mailings. 
Type of list. 
This information will enable us 
answer your initial letter with helpful, 
understandable facts and figures. 


REPLY-0 PRODUCTS CO. 


150 W. 22nd St. . New York 11, N.Y 





vp produced 24% from the 


Get Your Letters Out 
Faster and Better! 


Make Plates In Your 





with PLASTIPHOTER 


Your sales letters move faster when 
Plastiphoter makes highest quality 
photo offset duplicating plates in 
your own office. It costs only % as 
much as ordinary plate-making 
equipment. 

No special training is required to 
operate the Plastiphoter. Anyone in 
your office can quickly produce the 
highest quality plates you've ever 
seen. And it's so compact . . . uses 
only 3 square feet of your precious 
office space. 

So why continue to “send out” 
when you can make your own plates 
in a matter of minutes—at less cost— 
and with better results? 

Get full details on how the Plasti- 
photer method ends waiting time, 
makes clearer reproductions and 
helps you do a better job at lower 
cost. Send in the coupon... there's no 
obligation, of course, so fill it out 
and drop it in the mail now. 


rr TIME-SAVING + CONVENIENT - ECONOMICAL -— 


| . Dept. 41 


| NAME 
FIRM 
| Avoress 
city STATE 
Prectigheter Inquiry Remington Rand ine 











tions. g t f tion. job 
satisiaction, etc. 88% of employees 
participated by answering question- 
naires on company time. Averaged 
forty minutes per employee. Secrecy 
was assured each individual. Results 
| were just announced in a 16-page 
illustrated booklet mailed to the homes 
| of 2500 employees. Back page depicts 


Oil Company (New Jersey). 30 Rocke- 
feller Plaza. New York 20. N. Y. Won- 
derfully well done. Others in top 
bracket for ll ..+. “The Orange 
disc” h.m. of The Gulf Companies. Gulf 
Building. Pittsburgh 30. Pennsylvania: 
“Dow Diamond” h.m. of the Dow Chem- 
ical Company. Midland. Michigan: 
“Shell Progress” h.m. of the Shell Oil 














|the buraing of the quest in Company. 50 West S0th Street. New 
incinerator . . . proof that employees York 20, N. Y. 

were protected gainst any possibl Our praise for these highly profes- 
| identi-‘ication. sional h.m. jobs . . . does not detract 


This should be a forerunner of similar 
| undertakings in industry. The colleges 
| could be most helpful. Try to get a 

copy of this report for your idea file. 


@ POSTMASTER RESS of Indianapolis 
helped DMAA President Harry Porter 
put on a good show at the Ad Club 
there on December 15th. Harry had 
| written the Postmaster in advance ask- 
| ing for information about postal volume 
| in Indianapolis. The reply didn't reach 
| Cleveland before Harry le!t on his trip 
|... 80 he called Mr. Ress. A duplicate 
| letter was delivered by special carrier 
to the head table while talk was in 


progress. Opened and read .. . it 
nade a hit. 
eee 


@ HOPE GIBSON. Secretary-Treasurer 
of the Toronto Chapter of the Mail Ad- 
vertising Service Association sent us 
two more glaring examples of how not 
to do business with Canada. One 
U. S. penny postal card from St. Louis 
arrived with 2¢ due. A private post- 
card from a sausage-by-mail promoter 
in Sheboygan. Wisconsin carried a l¢ 
USA stamp. and recipient had to pay 
a Canadian penny due. Canada is 
not part of the United States. When 
trying to sell Canadians ... use the 
right postage. They have enough 
troubles .. . without forking out pennies 
to pay for your promotion. 


eee 


@ TWITCHELL. INC. (3rd and Somer- 
set Streets. Philadelphia 33. Pennsyl- 
vania) is another progressive firm 
which makes 1 wel No 
brush off there. There a welcome mat 
is rolled out in form of a three wing 
folder handed all visitors. Explains 
hours and company policies. Lists in 
addition to purchasing agent. all ex- 
ecutives who have anything to do with 
specifying. and gives description of 
their duties. Fine job. Salesmen must 
like to call on Twitchell. 





@ THE LAMP was perhaps the best 
looking of all the house magazines 
which reached us during December. It's 
the official publication of the Standard 


from the home-spun excellence and 
effectiveness of some of the simple 
little four or eight pagers we get. 
We predict that 1950 will witness a 
tremendous growth in house magazines 
. . » both in numbers and in quality. 


eee 


@ SOLVING INDUSTRIAL CRIMES... 
is the title of a series of little 4" x 544” 
1S-page booklets being issued by The 
Esterline-Angus Company. Inc.. Indian- 
apolis. Indi ( facturers of 
graphic instruments). We've just seen 
Case No. 38. “The Strange Case of 
Lights in the Night.“ Told in detective 
book style. Reveals how plant engi- 
neer solved the case by using current 
recording instruments. Part of book- 
let then devoted to explaining how such 
waste is being stopped in various in- 
dustries. An interesting technique. 





eee 


@ BILL BARRER of International Office 
Appliances. Inc.. 29 East 22nd Street. 
New York 10. sent an important mimeo- 
graphed letter (on plain paper) to a 
special list offering to buy adding 
machines for export. The next day 

a penny multigraphed post- 
card was rushed into the mail with this 
message,—"IS MY FACE RED! (in red 
ink) Forgot to include our address on 
letter sent you yesterday. I solemnly 
promise it won't happen again. (Signed) 
Josephine, sec’y to Mr. Barrer.” Then 
the address. Clever way to correct 
a mistake. 


@ A new workshop course in direct 
mail sponsored by the Direct Mail Ad- 
vertising Association will be offered at 
City College of New York (Midtown 
Business Center) in 15 weekly evening 
sessions of 4 hours each beginning 
February 20, 1950. Frank Frazier, ex- 
ecutive director of DMAA will conduct 
the course. Information about enroll- 
ment which is open to any person in- 
terested in direct mail can be obtained 
at the Center, 430 West 50th Street. 
New York 19. or from DMAA Head- 
quarters. 17 East 42nd Street. New York 
17. 
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@ BILLY ROSE sure took a mean crack 
at the Neiman-Marcus Department 
Store (Dallas) in his column of Decem- 
ber Sth. Devoted all his space to a 
tirade against a stunt mailing which 
arrived in large Christmas gift package. 
Inside was a number of smaller gift 
boxes. Each one contained either pic- 
tures of gifts: fo'ders explaining gifts; 
or a catalog. Billy considered he hadi 
been hoaxed by an advertising gim- 
mick. Well ... we haven't seen the 
mailing. but the Neiman-Marcus gang 
are pretty smart direct-mailers. Maybe 
Billy should be reminded that radio 
listeners are aften “hoaxed™ too... 
by having to listen to a godawful sing- 
ing commercial right in the middle of 
a show. 


eee 


@ PHILADELPHIA will have. starting in 
January ... «a permanent printing ex- 
hibit, which will occupy 2000 square 
feet of space on the ground floor of the 
Printing Institute at 2206 Chestnut) 
Street. The display of supplies and 
equipment from national as well as 
local firms is an adjunct to the indus- 
trial services offered by the Institute to 
the graphic arts industry. It will be 
supervised by Samuel M. Burt. director 
of the school. 


@ THE PHILADELPHIA DIRECT MAIL 
CLUB at their December monthly 
luncheon elected new officers for 1950. 
They are: President—Raymond A. Sholl, 
Jr.. McLain-Dorville, Inc.: Vice President 
—Scott L. Wolff. Jr.. Drake Press; Secre- 
tary—Joan A. Riese, Curtis Publishing 
Co.; Treasurer—Harry J. Beard, L. B. 
Lippincott Co. 


@ FOLLOWING the death of Miles 
Kimball (see page 24) plans for con- 
tinuance of operations have been an- 
nounced by Chester T. Price. new chair- 
man of the board of directors. 

New officers who will guide the future 
of the Miles Kimball Company are Mr. 
Price as board chairman: Alberta Kim- 
ball, widow of the founder. as president: 
S. N. Pickard, director: Lester Langer. 
executive vice-president: Lewis Mag- 
nusen, secretary: and Angela E. Kriz. 
veasurer. Best of luck to them all. 


eee 


@ THATS AN INTERESTING record 
book produced by The Autocar Com- 
pany. Ardmore, Pennsylvania. and dis- 
tributed to truck owners and operators. 
This is 28th annual edition. More than 
5000 were used last year and the de- 
mand for the 1950 version is expected 
to be larger. With a book for each of 

Continued on page 34) 
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The man who fltas if hed 
mailed a million letters ! 


On the very first Wednesday in October, 
Mr. Joslyn Junes came home to a crisis, 
viz...a) His daughter Jean, sixteen, high 
school senior, and cute, was laid low by 
domestic science meat loaf the class didn’t 
quite domesticate; and b) her pals, scheduled 
to help send out class election notices that 
evening, were also out with mal de meatloaf; 
while c) the class election was Friday! 


Mk. sunts said, “There, there! I'll do it 
myself, right after dinner.”. .. Folding and 
inserting the notices in all 312 addressed 
envelopes was nothing. Sealing them all 
however, took longer than it should, even 
with a wet towel... Mr. J. then drove to 
the postoffice, intending to buy stamps and 
affix same to envelopes on the premises... 
but the postoffice was just closing! 

So back home he went to the 
wet towel, and stuck stamps on 
312 envelopes—which took even 





= PITNEY-BOWES eo 


© Postage Meter 


PITNEY-BOWES, Inc. 
2012 Pacific St., Stamford, Conn. 


Uriginators of the postage meter 
in 93 cttles in the U. S. and Canada. 


longer than sealing flaps .. .When through, 
Mr. J. felt as if he had just mailed a million 
letters...“* Now I understand,” he said, “why 
the girls in the office want a postage meter! 
Gonna do something about it tomorrow!” 


Tue PB postage meter displaces sticky 
Stamps and stamp sticking... 
prints any amount of postage 
needed for any kind of mail 
directly on the envelope, seals = 
the flap at the same time!... 
prints a dated postmark, 
which saves postoffice time... 
also prints a small advertisement (optional) 
on the envelope... and prints postage for 
parcel post!.. . Protects and records postage 
used. Metered mailing is more efficient— 
for a few letters a day, or a few thousand! 
Call the nearest PB office, or write direct for 
the illustrated booklet, “So You Have No 
Mailing Problems?” 
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.. largest makers of mailing machines... offices 














In these days of high salaries, your com- 
pany is looking for ways to save time in every 
possible If you 
costly time—and do the job even better 
than before — you're doubly interested. 


»peration. an conserve this 


Specialized Tension Envelopes are actually 
saving millions of minutes for progressive, 
forward-looking companies! They also pre 
vent mistakes, cut postage costs 
envelope contents and attract favorable at- 
tention. Perhaps you, too, would like to enjoy 
these advantages. 


protect 


Your Secretary 
will like 


This breezy 
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easy-to-read oklet VA AQ) 
Giri Friday: 


"Envelope Know-How" 7 SM 
by don peieng Ce 

old prob- 

lems It's read—simpie to 

follow. To get a py for your 
Write on your letterhead today to the 
Tension Envelope Factory nearest you, 
or your local sales representative. 


“TENSION ENVELOPE CORPORATION 


FACTORIES: New York 14, N.Y. © St. Louis 10, Mo. 
Minneapolis 1, Minn. © Des Moines 14, lowa © Kansas City 8, Mo. 
Over 100 Representotives Selling Direct to User 
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cleaning up 


some loose ends 


Before we forget about 1949 
let’s clean up a few loose ends which, 
if not spotlighted, may hurt us all in 
1950. You should all be interested in 
three serious subjects. Ill handle them 
as briefly and lightly as possible. 


Tin Cups 
I had been planning a series of 
articles for 1950 on the general subject 
of Fund Raising by mail . . . but after 
seeing what happened during Nov 
ember and December of 1949 . . . I’ve 
decided to hold off for a while until the 
Fund Raisers themselves jump in to 
clean up a very sorry mess which is 

hurting all Direct Mail. 
The mails were literally flooded (and 
I mean flooded) with begging, tin-cup 
I don’t want to hurt the legiti 
mate charities . . . but there must be an 
end some place. I’ve checked with 


letters. 


business and professional men of all 
kinds. The flood was embarrassing 
and irritating to all of them. One 
business man estimates he received 
from six to seven appeals daily during 
the period before Christmas. The good 
ones suffered by going into the waste 
basket with the bad. 

Professional men, such as doctors and 
and lawyers, seem to have been hardest 
hit this year. A dentist told me he 
had tried to follow a policy of respond- 
ing to all appeals with a modest and 
equal donation—but if he had answer 
ed every appeal this last Christmas sea 
son, it would have taken more than 
his income during the period. He 
was particularly 
people who sent him pencils, memen- 
toes, plastic crosses and asked that they 
be returned if donation was not forth- 
coming. He didnt know that it’s against 
the law to send unordered mer- 
chandise. He was also incensed at the 
many follow-up telephone calls which 
consumed his time. 

One of the most outlandish cases in 
the whole sorry mess was a postal card 


incensed over the 
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sent to a large list of women. I am 
reproducing the card. 

I received many complaints. One 
was pathetic. An elderly woman re- 
ceived the card on a Saturday and 
went to bed with worry because she 
couldn't get the number on the ‘phone 
during the week-end. Her son jumped 
in on Monday and got the number. 
It wasn’t the official headquarters of 
the Veterans Group. It was a pro- 
tessional, telephone-solicitation set-up. 
The reason for the card was that the 
organization was staging a Christmas 
Party and wanted donations. It’s an 
outrage and should be stopped by the 
more sober national officers. 

I've been in touch with the Bet- 
Bureau. They've been 
swamped by complaints and inquiries. 
People have told the B. B. B. . . . they 
are so disgusted with the mass of money 
appeals they are losing respect for all 
mail appeals. One responsible business 
man questioned: “Are we getting to be 
Everybody is holding 


ter Business 


a beggar nation? 
out a tin cup.” 
I've been in touch with the Financial 
Secretaries Association. They are 
alarmed, too. Some cases cropped up 


—s— 


Dear Madam: 
= Vould y 


delay about, situation that urgen 


a like to talk preety 
n attempt to write abou . 
: at MU 8-0791 between 10 


_jmmediate agtion. 


To save téme, I woul 


personally rather th 


You can reach me now 
t overlook this vitally important 


a.m. and 8 p.m. 
Please do no 


request. 


Veterans of Fore$gn 
127 Bast 59 Street, 





by 
henry hoke 


this year where individuals actually 
started a charity drive for themselves 
only. In other cases, “professionals” 
were handling the drive on a big per- 
centage of the “take”. On telephone 
follow-up solicitations, even the runners 
who are dispatched promptly to get the 
check get a percentage. 

This flood of begging mail . 
pulling out all the tear-stops of Christ- 
mas ... has definitely hurt Direct Mail 
and it has also hurt the legitimate year- 
round charities. 

[ think the Financial Secretaries 
Association should get together with the 
Better Business Bureau, the Contri- 
butors Information Bureau, the Welfare 
Council (and whoever else might help) 
to plan a determined drive to stop this 
prostitution of the spirit of Christmas. 

The plain ordinary commercial users 
of the mail can’t do very much about it 

. except to howl and to warn people 
against the fake or questionable chari- 
ties. But we should all push for some 
plan whereby charity appeals are spread 
thruout the year and not concentrated 
into one confusing mess around Christ 
mas time. And fake charities, the 

(Continued on page 10) 
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Commander 
Wars, N.Y. County Council 


New York 22, New York. 
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10 DAYS FREE 
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questionable operations where the pro- 
moters pocket most of the “take”, 
should be crowded out just as surely as 
we want to crowd out commercial 
takers and racketeers. Only in that 
way can we keep a healthy respect for 
ill appeals in the mails. 
List Stealing 

I have hesitated to talk about this in 
The Reporter. But it must be done. 
I don’t want to hurt any of the legiti 
mate and honest list brokers, nor the 
many, many honest users of rented lists 
I do want to protect the owners of lists. 

\s you probably know, The Reporter 
rents its lists occasionally to legitimate 
advertisers who want to reach people 
interested in Direct Mail. We work 
through the established brokers. The list 
renter agrees in all cases that the ad 
dressing is for one time use only and 
that no copies will be made. During 
the past year we had two very 
astounding cases where our list had 
been copied (in other words, stolen). 
Both cases were settled out of court, 
but in both cases the accused admitted 
copying the list. The facts of the cases 
were brought before the List Brokers 
and the persons in 
volved can never again rent a list 
through any member of the Association, 
nor can he offer his own list for rent. 


Association 


I wouldn't have mentioned it if it 
had concerned The Reporter alone .. . 
but during all the confabs we learned 
that there have been a number of other 
cases affecting other owners of lists 
The List Brokers are taking aggressive 
steps to see that it doesn’t happen again. 

But in the meantime . . . | want to 
warn all list owners. Protect your list 
Have it carefully coded with dummy 
names. 

Any person who steals (copies) a 
rented list, a properly protected list like 
The Reporter's, is just plain stupid 
He is bound to be caught. It’s like 
committing murder on Times Square 
right in front of a cop. No one, not 
even J. Edgar Hoover, could find the 
dummy names on The Reporter list 
and remove them. 

If you don’t know how to protect 
your list with fool-proof dummy names 

consult an expert among the re 
spectable members of the List Brokers 
or call on me personally 
by phone or at the office. I will not 
print here all of the various methods 
because I do not want to help any possi 
ble stealer in detecting the dummies 
There is one simple system which is 


\ssociation ... 


100 conclusive. It cannot be de 


tected . . . and no one can slip up by 
miss ng the pilfered mailing. 

Many of us, starting with Leonard 
Raymond back in 1932, have worked 
hard to establish the list rental pro- 
cedure as a definite and dependable 
part of the Direct Mail business. It is 
too bad that a few irresponsible people 
have hurt it. But it will survive if 
we are all watchful. 

That's another loose end taken care 
of. It’s off my chest. I ask you all to 
be careful in 1950. Protect your list. Re 
port any violations of the Code of 
Ethics either to me or to the List 
Brokers Association. In the future I 
will give full publicity to individual 
violators who are caught with con 
clusive evidence. 


Pornography. 

Postage Rates and Laws 
Ed Mayer in his “Playing Post Office” 
Department will have 
say about Postage Rates and confusing 
laws affecting Direct Mail but | 

want to add my two cents worth. 
Congress will be debating postal in 
creases will possibly pass them 
But here's something all Direct Mail 
people should be aware of. Recently, 
Crete Dahl, President of Dah! Publish 
ing Company, Stamford, Connecticut. 
sent me a collection of magazines which 
he picked up at Grand Central Ter 


something to 


minal. 

The titles are a dead give-away as to 
their contents. Eyeful, Inc.; Girl 
Model Flirt, Inc.; Whisper, Inc. 


All of these (and more) are entered 
us second class mail and approved by 
the U. S. Post Office Department. 

In his letter, Mr. Dahl stated 


Post Office Department 1s oper 
ws-—the xcuse being given for 
increases in 3nd and 4th class 
seems to me that the publx 
» demand a re-examination of 

the Post Office Department 1s 

at taxpavers xpense' 
mmend that the DMAA spend 
for the purpose of buying up 
Hiechon of magazines pur 
Unlimited und suse 
launching a concerted 
against forcing the public to subsiclize 
the distribution 
M hrst impulse was to write t ™ 


Congressman but after a casual glance art 


f such yunk? 


the contents med to me that the situa 
tion deserves more wessure than a single 
ndividual can bring 

If the DMAA DOES decrie to do an 
thing about this, count on me to help 

Of course . .. THAT is a dangerous 
It involves censorship which 
But if you want to be 


subject. 
we all dislike 
alarmed ... read some of these maga 
zines. The Ads are really worse than 
the pages ot legs ind contorted, sen 


suous bodice s. 
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Second Class mail is now showing a 
loss to the Post Office of approximately 
$250,000,000. Congress, under present 
bills proposes to raise about $15 mil- 
lion from 2nd class by token increases. 
I think all users of postal cards and 3rd 
class mail should how! to high heaven 
as long as pornographic and _ useless 
publications are included in 2nd class, 
and as long as 2nd class is subsidized 
as disgracefully as it is now. Of course, 
it’s so much easier and politically con 
venient to raise penny postal cards from 
I¢ to 2¢. The postal card users can’t 
howl loud enough. But will all of you, 
please, do a howling job? Buy a copy 
of Flirt or Eyeful and send it to your 
Congressman. Tell him that under 
present 2nd class rates that magazine 
can be mailed for less than a cent, and 

hy should the little lightweig! l 
why should the little lightweight posta 
card used by hundreds of thousands 
of small business men be taxed another 
cent to help pay more subsidies to the 
publishers. Newsweek for December, 

rage reveals that Publishers 
1949 (page 49) ls that Publis} 
and the Post Office are alarmed at 
growth of the unclean publications. 
they should be! 

I call your attention, too . . . to Ed 
Mayer’s remarks about dangerous State 
laws which may affect interstate ship 
ments by mail. It’s a subject worth 
watching. Hope all of you noticed 
the fine article on Page 29 of Kip- 
linger’s “Changing Times” for Dec- 
ember entitled “Those Silly Fences Be- 
tween The States’. We'll all have to 
be more watchful of laws . . . we'll all 
have to keep in closer touch with our 
representauive s. 

That's about enough of griping 
about the loose ends of 1949 business. 
I’m really not in a bad humor. I agree 
with DMAA President Harry Porter 
when he says in recent talks: 

I've got a feeling the best years for Direct 
Mail advertising hie ummediately ahead. Direct 
Mail has a chance now two jump into this 
new buyers’ market and really do yeoman’s 

b for itself and the national economy 
When Direct Ma was ttle younger, | 
tollowed its s ret . ever since 

n the 1920's, in tact In those days, 
Direct Mail was fighting for a place on the 
advertising stage It actually nvetel down 
this place by coming ugh with orders in 
the rough-and-tumble competinon of — the 
30's. One reason I feel confident of Direct 
Mail's future is because it an advertising 


thod which can step into a buyers’ market 


ami do a bang-up job for practically all 
w= ous 

That makes sense. In spite of all 
the obstacles . . . in spite of irresponsi- 


ble people who hurt it . . . Direct Mail 


is moving forward as a powerful sell 
ing force. Let’s all work like hell to 
make it even better in 1950. 
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How Direct Mail Advertising 
Can Help ‘Small Business’’ .. . 


by J. M. Russakoff 


\ tew leaders in this advertising 
business did not understand the main 
point and purpose ot our December ar 
ucle, wherein we suggested the desira 
bility of showing small business how to 
use direct mail advertising—how this 
would result in a healthier business 
structure for the country, and more 
advertising volume. 

Their feeling was expressed along 
these lines: “Why should we bother 
with small business nrms as customers? 
They don’t amount to anything. Do 
you want me to solicit a 200 run print 


ng or letter job?” 


For the larger letter shop, printer, or 
agency—even the medium size one 
there can be no argument. It doesn’t 
pay for them to handle small jobs, or 


service small accounts. 


But tor the smaller letter shop, print 
er or agency, here’s a virgin field of 
There are more than 
Throw out 


opportunity. 
2,000,000 business firms. 
90°. of them, for reasons of credit, 
lack of capital, poor product, and you 
still have 200,000 firms which could be 
regarded as prospects for advertising, 
and most of them are small. 


Nearly every large firm started out 
small, and was once very glad to handle 
small orders, from small firms. As 
some of the customers grew, perhaps 
through good advertising, so did the 
letter shop, printer and agency, and 
today they all find themselves in a big 
ger league, which is dandy for them. 

But little business is sull important 
to them, indirectly—even though they 
may not deal with little business, or 
ever have any contact with little busi 
ness. 


Big business leaders know that with 


out hundreds of thousands of little 


business firms, there simply wouldn't 


be big business as we know it today. 


Take away the sales, equipment, pro 


duction, of small stores and factories, 


and giant firms like U. S. Steel, Gen 
eral Motors, du Pont, General Electric. 
etc. will feel it in fewer orders, small 
production, perhaps higher unit pro 
duction costs. 

Small business enterprises are an im 
portant part ot the vast feeder system 
that finally results in huge business 
firms. Both need each other. In the 
non-rigid, system little 
firms can grow and become bigger ones, 


competitive 


and bigger ones can grow still bigger, 
if they serve the community well. 


We feel that advertising can be ef 
fectively utilized by the smallest unit 
in this system, and that the smaller 
letter shops, printers, agencies, can do 
a useful, constructive job for small 
business firms. We still think so, and 
will try to show how it can be done, 
at low cost, in this article and in others 
to be written by specialists in particular 


helds. 


lt many of the small business farms 


should try to do the various advertising 
jobs themselves, or if they are helped 
to try it on their own, using their own 
duplicating and addressing equipment 

there is no need for established pro 
ducers in the field to be worried. As 
the advertising of these firms is success 
ful and increased, the day will soon 
come when they must use printers, 
letter shops and agencies for their ex 
panded promotions. It’s almost in 


evitable 


Each year several thousand young 
men and women take advertising 
courses throughout the land; many ot 
them storm the doors of agencies and 
national advertisers, find this a nearly 
hopeless job market, and become dis 
couraged at the lack of opportunity 
in the advertising industry. 


Continued on page 14 





J. M. Russakoff ... 


REPORTER'S NOTE: Small business hit the 
front pages of the newspapers throughout 
the country shortly after the first article in 
Joe Russakoli's series (December REPORTER) 
went to press. Our plans for making small 
business a major editorial project for the 
REPORTER in 1950 were made before this 
sudden outburst of interest in smal! business. 

The Government is developing the monopoly 
cnd tax-discrimination cng'es of business. 
as it relates to size—and we wish them well. 
We want to see business opportunity on an 
equal and democratic basis for all people. 
big or little—as long as the public is well 
served. and can get the benefit of maximum 
purchasing power. 

What we are concerned with here are the 
ADVERTISING cspects of small business. and 
especially the DIRECT MAIL advertising 
possibilities. As we see it, the opportunity 
is enormous for greater use of direct mail 
advertising. and in fact. for all forms of ad- 
vertising. It finally comes down to finding 
some way of telling these little people what 
to do. how to do it. in some manner they 
can afford. Your comment. criticism. sugges- 
tions are urgéoily requested: we are serious 
in making this project virtually a crusade. 

In this issue. in additi to Joe R kolf's 
second artic'e . we are giving you three 
reports from George Dugdale. Ed Scofield 
and J. Y. Powell. Read them carefully. 
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a problem 7 


If it’s sales promotion —relax—just bring it to— 


AHREND 


THE DEPARTMENT STORE OF DIRECT MAIL 


\es-b 
One source for - 


direct adver- perfec 


tising needs... 
from sales- 
minded ideas 


pleted on-time 
mail campaigns 


You can relax because no matter what your needs may 
be, the solution is at hand in our “department store” of 
specialized direct mail services. 


Whether you want to market a new product in selected 
communities or build dealer cooperation nationally .. . 
send out a personalized sales letter or an integrated long- 
term campaign . . . just call Ahrend. 


You'll have the peace of mind that goes with knowing 
that all operations concerning your job are directly under 
our control in our own plant of 40,000 square feet. 


yilding oF 


cash-registe™ 


all of your sparkling, sharp P 
tly personalized sale 


field-tested dealer helps and campaigns 
clear multigraphing, mimeo and offset 


typed ° 


Selection e 


ded copy 
rinting 


min 


s letters 


Preparation, production of house organs 
’ b Supervision of deg 
through com- handling of radio, 


ler or consumer contests 


TV and Coupon responses 
' Written addres 


; Sin 
Ctive lists sg 


If your problem is uncertainty as to just what type of pro- 
motion will benefit you most . . . you have our skilled 
merchandising analysts, creative writers, artists and pho- 
tographers to produce the most effective promotion for 
your purpose. AND at the same source, you have com- 
plete equipment for the production, printing and mailing 
of your made-to-measure material. 


Let D. H. Ahrend Co. take full responsibility. Phone or 
write Ahrend today . . . then just sit back and relax, 
confident that you'll get what you want when you want it. 


57 YEARS OF EXPERIENCE SERVING DIVERSIFIED INDUSTRIES 


33 NATIONAL AWARDS BASED ON RESULTS 


D.H.AHREND COMPANY 


INCORPORATED 


MuUrray Hill 6-3212 


333 EAST 44 STREET 


NEW YORK 17, N. Y. 





Instantly changeable type faces, 
in all popular print-styles and 
sizes, will give your duplicating 
a professional appearance, At- 
tractive, legible reproductions, 
with both margins even, will make 
your present duplicator a print- 
ing-press in its own right, 


WILL COMPOSE TYPE 
ON ANY STENCIL, PLATE, 
OR HECTO-MASTER 


50% of your costs 
++. and more. In ad- 
dition to improved 
appearance you save a goodly 
sum of money on your duplication. 
Here is the simple arithmetic 
Imvolved...scseseseveseeeeees 
Vari- Typer print-type foces permit 
twice as much more copy on a single 
stencil than typewriting... and with 
increased legibility, too. This means 
ou save half your stencil costs... 
alf your ink ond paper costs... half 
our running and collating time ond 
Rois your postoge costs. The savings 
alone pay for a Mew hl in a short 
time... and... think of the improved 
quality of your work. 
THE ABOVE TEXT WAS VARI-TYPED ON 05) MODEL 
RALPH C. COXHEAD CORP. 
728 Fretinghuysen Avenue 
Newark 5, M. J. 
Please send me Vari-Typer Beokiet ¢ 38 
Name 
Compeny 
Addreoee 
City Tene State 
eeececesecoosseeoeseeseeeeeee 
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| offering a 


These young people can be drawn 
upon to supply salesmen, writers, art 
| ists, contact men to work on the small 
pusiness firms. With little supervision 
from the boss, here is a low-cost labor 
| pool, eager to learn, and for the most 
| part, willing to work hard for an op 
There are many worth 
while things that can be learned from 


| books and courses; they make “break 


| portunity. 


ing in” a tyro a much more efficient 


jand briefer process for the employer. 


Everyone benefits—little business man 
gets some attention and service; student 
worker learns by doing, gets valuable 
experience; letter shop, printer or 
agency has a group of smal] customers 
from which perhaps tomorrow's major 
accounts will be found. 


Where 


begin 


and how can a small firm 


to advertise are questions to 


almost always stem 
the 
product or service 


which the answers 


from an intelligent observation of 
What 


to be sold? 


| firm. is the 
Who are the prospects or 
customers of the firm? What can we 
tell them? And through what media 
can we reach them most economically ? 

Here is how a problem of this nature 
was put up to and solved by a letter 
service company in the Middle West 
1A florist on the outskirts of the city 
j}with a good delivery service and a 
likeable pe rsonality wanted to do some 
thing, but quick. 

Florist’s idea was to get out a mail 
campaign to 5000 local residents, but 
| his budget wasn’t large enough to do 
He finally settled 
1 1500 mailing once a month to 


an adequate job 


immediate trading area. Cam 


now in fourth month, stresses 


seasonal specials and currently cards 


> 


, 
5 discount on purchases 


made at the greenhouse is bringing 


home the bacon 


The same approach and strategy can 
work on 50 prospects, as well as it did 
the florist 


on the 1500 above, it 50 is al 


can afford. As the campaign produced 


wy this letter service company becomes 


resultful 


list 


nore for the florist, it is likely 
be expanded to the 
the 


ind even more, depending on the 


h it the will 
by adver 


S000) or! desired 


ginally 
ser, 
ze ot 
\bove 


ort 
it ) 


1is potential market. 


everything else, it is impor 


have an idea—and an objective 


lia, the methods of duplicating 


idvert the communication, the 


al] 


trom 


s ng, 


listribution, these are simple and 


lirectly what comes first, 


ollow 
the idea and the objective. 
In the field of duplicators, there are 
LN nds 


nany Probably the stencil type 


use. It 
the small business man is not planning 


is the lowest cost to own or 


extensive use, it would be cheaper for 
him to have his work done by a letter 
He'd get 
he had his own equipment, and tried 


shop. a better job than if 


to do it himself. 

On these duplicators, he can run off 
letters, handbills, circulars, postcards, 
small folders quickly, at low cost. 


It you intend to use the mails, be 


fore you do anything at all, it would be 
smart to check with the postal author 


ities, to find out what sizes, weight, 


vumber of pages, permits, and so on 


you will need to send your advertising 
Or 


good 


through the mails at lowest cost 
your letter shop 1s 


} 
sucn 


1) 
an equally 


source of information. 


Then, for addressing names—there 
are today a number of systems available 
only a 


100 


to firms which have few 


to 


pros 


pects or customers (say 500) 


which can be used to run off your list 
without the tedious job of typing them 


each time. 


a number of 


The 


“case 


this issue of REPORTER are 


new histories” of 


advertising “success stories” achieved 


by small business firms, Jim Stewart 


describes two such campaigns, con 


and a building 
Ed Scoheld re 
George Dugdale 


cerning a restaurant, 


1 
and loan association. 
ports on a restaurant 

1 
reports on a druggist. 


Cases, like that of 


Fd Sco 
He 
was trying to help out a local business 
know the 
of advertising. In 


be just plain business. 


In some 


held, the | 


motivation Was allrulstic 


power and 


otner 


man who didn't 


} 
Vaiuc cases, 


it might It’s 


up to all ol us, n ill phases ol 


advertising business, to help as 


the 
many people as we can, to use advertis 
Ing effectively. If you have an idea that 
can help your neighborhood merchant, 
or local manufacturer, tell him about it. 


The more service he does, the better 


his business is, the better for the entire 


business community, and for everybody 


n the advertising business. If you 


cannot sel] your away. 


It'll 


some 


dea, yive t 


come back to you eventually in 


form of benefit. 


Our first article has inspired a num 


ber ot repl es telling of instances where 


business has been saved, or in 


| 


creased by 
ly rece 


the 


small 
advertising These are 


grateful ved, and will help t 
strengthening 


adver 


more 


expand 


sma ] 


project 
the 


would like to hear o 


business via use ol 


We 


such examples, and 


tising. t 
nvite your letters 


on this subject. 
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THE DIFFERENCE 
BETWEEN SUCCESS 
AND FAILURE 


{ convincing report from C. E. Sco- 
field, catalog and advertising manager 
of Jackson & Perkins Company, Ne 
wark, New York. 


That man Russakoff hit the nail right 
on the head, Henry! All of us in 
direct mail selling know that the big 
advertisers waste a lot of their appro 
priation because they get cute or do 
something because the boss’s wife 
thinks it’s a good idea. There isn’t 
much point in any of us worrying 


about these big guys. 

But the littl business man can’t 
afford to waste any money on adver 
tising nor can he afford to employ top 
quality talent to help him no matter 
how acute his sales problems may be. 

I'd like to start the ball rolling by 
giving you an actual case history where 
a very simple direct mail program 
meant the difference between success 
and failure to a typical small business. 

Two years ago a very experienced 
restaurant operator went into business 
for himself near here. He had mar- 
velous ideas on cooking, serving and in 
general creating a wonderful impres 
sion on his restaurant guests. 

He had successfully managed a large 
restaurant where he had a very big 
tollowing. 

When he opened the new place of his 
own, business kept going from bad to 
worse because he just didn’t have 
enough guests to meet his fixed ex 
penses. He took good care of the 
guests he did have but there just 
weren't enough of them to let him 
operate at a satisfactory level. 

I urged this chap to forego his res 
taurant a little while and concentrate 
on selling so that he could attract more 
and more people . . . he had a delight 
ful place but too few people knew 
about it. 

On my suggestion, he went to each 
of the 10 or 15 villages nearby and 


made up a mailing list of the 25 or 


50 most prominent and we althy people 


in each village 

With the mailing list of about 2,000 
names we planned a series of 10 penny 
postcard mailings. These were to go 
out once a week and were mailed so 
that they would be received on a 
Thursday 

Each of these cards was very different 


Continued on page It 
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TELL AND SELL PERFORMANCE 


Step right out. Mr. Advertiser . . . your audience is waiting] 
PONTON has packed the house, as usual, with hand-picked 
prospects for your product or service. It’s the kind of set-up 
PONTON can arrange for you promptly at any time—BECAUSE 
PONTON LIST SERVICE IS DIFFERENT! 


EVERY LIST INDIVIDUALLY COMPILED—made-to 
order to do the job you want done—built expertly from 
the very latest sources that are kept revised right ur 
to the minute 
VERSATILITY UNEQUALLED. Ponton lists are avail 
able on cards, labels, sheets, stencils, on your own 
mailing matter, or in any other form and in any break 
down desired 
SPEED, ACCURACY—guaranteed maximum! 
24,000 CLASSIFICATIONS readily available. Other 
special lists promptly and efficiently supplied. LATIN 
AMERICAN LISTS a specialty! 
COMPLETE FACILITIES for addressing and mailing 
iobs of any size 

COMPLETE CATALOG 
D‘rect Mail Advertisers are invited to write for Ponton’s 
famous LIST O’TRADES, the most complete Mailing 
List Catalog published. Write to Dept. R-4. 


” W. S. PONTON/?,” 


a AT THE HEAD OF THE I f 
635 Avenue of thé Americas, New York 11,N. Y. 





and the copy was designed to arouse 
curiosity and create the impression of 
exceptionally fine food in a delightful 
atmosphere. 

One card gave a recipe for a delicious 
sounding Austrian Goulash; another 
card gave a complete resume of all 
main courses; the third card was writ 
ten entirely in Austrian talked 
about charming atmosphere and de 
lightful service. 

I can't recall 
were but I do know the 
our mailings! Immediately after the 
second mailing, business began to pick 
up. It continued to improve each week 
so much that only 7 of the planned 
mailings were actually mailed and 
then business was so good that this 
chap was afraid to increase it anv 
further because additional guests would 
overtax his capacity. 

Of course, once this started, visitors 
recommended the place to friends and 
this restaurant is now a flourishing 
small business in the community. 

At the time these mailings were 
started, the proprietor seriously 
thinking about going out of business 
and losing his life savings. An invest 
ment of a few thousand 
cards actually meant the 
tween success and failure. 


and 


what the other cards 


results of 


was 


enny 
tterence be 


post 


A CONTINUING 
CAMPAIGN FOR 
DRUGGIST 


Dear Henry 


I certainly your last 
just received, and especially the article 


enjoyed issuc, 


co 


by Russakoff about advertising to help 
small business. Alan has been working 
on just such a plan here because we are 
about the only outfit in Towson that 
has the facilities for doing a job. The 
local merchants are finding it works 
well for them. 

About five years ago a druggist who 
was managing the chain store 
had a chance to take over a run-down 
drugstore. He remodelled and modern 
ized and asked us to get him started 
with real follow 


local 


on a series of ads 
through. 

We compiled a local list, provided 
him with copy, printing and mailing 
He has a postal card every 
month for nearly five years to a list 
of 2,800 people in his trading area. 
None of the cards has mentioned prices 
or featured any particular item of mer 
chandise. They are good will builders: 
have had a effect on the 
doctors 


mailed 


wonderful 


I am enclosing a few samples of the 
cards. 

Now we have put a list of 14,000 
local home owners on stencils and can 
rent any part of the list to a merchant 
and block. All a merchant 
money, the merchandise 
und the desire to advertise. Our staff 
does the entire job of writing, buying 
the printing, addressing and mailing 


by street 


needs is the 


The two high hurdles that have to 


be jumped are—most merchants need 
1 ready-to-use package; they can’t do 
iny part of it themselves. Second 
the advertising man has to find a way 
to make these little jobs pay off with 
out making his price so high that the 
ost per 1,000 is excessive. 

We will be glad to see more articles 


like Russakoff’s; party the kind 


ularly 


that makes the small merchant see 


the importance of constant advertising 
rather than the special sale occasional 
flyer. 

Grorce Dvucpate 

The Drumcliff Company 

Hillen Road and Centre Avenue 


Towson 4, Maryland 


WORKING ON A 


SMALL BUDGET 


Mr. Hoke 


I am much with Mr. 
Russakoff's article on direct mail and 
December 


Dear 


impressed 


small business in the issue 
of The Reporter. 

Six months ago, without benefit of 
knowledge or study, I was placed in 
the position of advertising manager of 
this retail industrial 
supply house. Ninety per cent of the 
advertising is direct mail. Since then 
I have read books, bulletins, and maga 
zines on the subject, but this is the 
first piece I have been able to put my 
finger on that is directly applicable 


, 
concern, a local 


to our situation. 

Naturally we are limited in our pro 
gram. Turning to advertising agencies, 
except in special instances, is beyond 
our budget. We work with an Ad 
dressograph, Mode] 40 Multilith, and 
letter We heavily upon 
literature supplied by the companies 
we represent. Much of this, regret 
ably, is unsatisfactory for our purpose. 


folder lean 


We try to wring everything possible 


out of our equipment, but it falls far 
Continued on page 23) 


KAUFMANN’S 


YORK ROAD AT 
CHESAPEAKE 


The U. S. Air Force is no longer 
required to deliver fuel, medicine 
and food to Berlin by sir. Praise 
te our aireen and ground crews for 
& tough Job well done. 

EATMANE'S delivery service is 
@till im operation. Bot “up in the 
e@ir* - our delivery still rolls over 
the sooth (7) streets of Towson to 
give you prompt delivery of anything 
you need. 


Then the telephone cospany ewings 
Over to the new dial phones or 
guaber will be TONSON 390). 

Tf you or your doctor will dia) 
this susber afd phone us your orders 
we will be gled to deliver thea 


RARE A. KAUPMASY 





KAUFMANN’S 


YORK ROAD AT 


Some folks never take a vacation 
wiless the doctor orders it. If 
you bave been staying too close to 
“the work bench”, take our advice 
and order yourself to vacate for 
®& real vacation. 


Before you go, stop in et our 
friendly, neighborhood drug estore 
for the things you will need for 
your comfort and convenience away 
from home. From adhesive tape to 
Zipper bege you will find ou. 
stocks complete. 


We are wishing you a comfortable, 
enjoyable, beneficial vacatica with 
the weather just as you want it. 


PRARK A. KAUFMANN 





> KAUFMANN’S | 


4 YORK ROAD AT 
CHESAPEAKE AVE. 
TOWSON 
Phone: TOwsen 39 


JOB IS RIGHT BAD OFF - WASN'T HE? 
Bot so long ago folks used to 
euffer for years with troubles the 
doctors could not diagnose or for 
which they had no effective cure. 
Now almost every meeting of the 
medical society brings to light a 

bew treatment THAT WORKS. Folks 
that are “right bad off" get well 
in short order because the doctor 
knows what is wrong and how to 
treat it. Millions of dollare are 
deing spent every year in the field 
of medical research. You benefit 
through your doctor's efvice end 


prescriptions. 

Let us £111 your prescriptions. 
Wo save large stocks of etandard 
products end the newer 
your doctor may enll for. 
always gled to serve you. 

FRAME A. KAUPMAEE 





KAUFMANN’S 


4 YORK ROAD AT 
CHESAPEAKE AVE. 


This ie the time of year when all 
of us should make « study of the 
fine art of loafing. Shen the 
thermometer is “blowing ite top” 
and bumidity is sdding to the dis- 
comfort - SLOW UP. lustead of list- 
ing things that must be Gone, see 
how many duties you can leave undone. 

If you need a good teacher of 
“Lomfology” watch a cocker spaniel 
pup; he will show you just whai to 
4o on @ real hot day. 
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MILES KIMBALL 


Che measure of a man’s greatness is in his ability to give of himself to his family, 


his community, his industry, his friends and business associates. g. More than most men, Miles 
Kimball gave of himself. He was beloved by his wife and co-worker Alberta and his daughter 
Mary Louise. He was a leader in community activities in the city of Oshkosh, Wisconsin; a for- 
mer president of the Lions Club and of the local Chamber of Commerce. He built a big business 
by mail order methods and employed hundreds of people. He was past president of the Mail 
Advertising Service Association International and distinguished himself by his brilliance, humor, 
kindliness and his witty talks at conventions and articles in trade publications. Gg. Miles 
Kimball conducted his business with vision and foresight. He was a leader in ideas and ideals. 
The things he sold by mail were good, original and unusual. Miles was fair and just in his rela- 
tionships with his customers, his employees and his business associates. gd. The sudden pass- 
ing of such a man, at such an untimely age, at the threshold of important new developments in 


his life---is a shocking blow to those of us who worked so closely with him and knew him well. 


George R. Bryant Company D-R Special List Bureau 
Walter Drey, Inc. Guild Company Willa Maddern, Inc. 
Mailings Incorporated Mosely Selective List Service Names Unlimited, Inc. 


D. L. Natwick James E. True Associates Youngren Services 


NATIONAL COUNCIL of MAILING LIST BROKERS 





THIS 1S ADMAA BEST OF INDUSTRY AWARD WINNER FOR 1949 


OW DIRECT MAIL WORKS FOR @ 


TWO USERS OF SIMPLE FORMATS 


by James M. Stewart, Contributing Editor 


The 


month! is a series 


\ current teature in ReEporTER 


“ hic h 


of articles 


started last 


by Joe Russakoff about little 
. the butcher, the baker, the 


thev 


business 
candlestick-maker 
could profitably be 
12). 


So tor January, this corner did some 


ind how 


’ 
using direct mat 


(see page 
rummaging through the DMAA win 
ning campaigns . . . and found two that 
came close to showing how an indepen 
dent outlet can make direct mail adver 
ising pay oti 

The first story is about Ireland’s Mart 
Restaurant, 431 S. W. Sixth Avenue 
Portland 4, Oregon The Pacific Na 
tional Advertising Agency handled the 
account 

Th s 


opened on 


wuffet-style restaurant 
6th 
Ireland's problem 


the idea \ 


newspaper campaign, radio spots 


ind publicity releases were used to aug 


new 
July 


Elston 


last year and it 


was owner 


to pre-sell customers on 


short 


ment th nail campaign, which 


rackbone ot the aaver 


tor Irelands 


pointed out th restaurant s 


features thre nver n too 
quick service, ple sant surroundings a! 
1 central location in the | ness 

The direct mail promotion cons sted 
11” x 18” self 


mailer printed offset and 


entirely of (1) a 2-told, 


ol 7 humorous postcarcs on 
(see pix) 

The tolder was naile 
town building ofhces t 
before the openin 
a cartoon floor plan 
Its job was to educate the consun 


Mart looked 


tvix 


showing what the 
and to explain the unusua 


operation in graphic picture style. 
Irelan 


j 


! ; 
also showed the location of 


Downtown restaurant aroun 

corner in the same building 
Layout, art, typography, print 

ddressing and mailing all cost $33 
It was a big success as shown by 


nany intrigued customers w ho bro 


18 


tolder with them on opening day. 


There were even many requests trom 


patrons tor extra copies 
\fter 


campaign of 


the opening, a continuing 


the seven one-<olor post 


irds was mailed each week to a list 


1600 business men in the downtown 


irea. The same copy and artwork 


were also reproduced tor Portland news 


iper advertisements . and the cards 


themselves were used tor counter 
listribution in al! 


tour Ireland restau 


he day 


The cards were mailed on t 
poorest business 
week. On 
business improved noticeably not 


at the Mart but 


responding to the 


day in the previous these 


days 
only ilso at the other 


Ireland restaurants. 


Here’s an example of one 
VHERE’S JUDGE GAVELHEAD 


IRELANDDS MART 


total each card 
} 


hing 


cost tor 


ervi from layout to address 


mailing amounted to $50.18 
for all seven 

success of this small and 

ct mail campaign can 

Ireland had 

ind = profitable 

} 


ut. Owner 
f volume 
sation which he hoped to reach with 


ix months 


of the opening. But 


Mart reached that goa 


ind 


at the 


ness 


opening day has never fallen 


g 

\nother nteresting winner n th s 
ear's DMAA contest is the Southland 
Federal Sa 
412 Wilshire 


Hills, ¢ ilifornia 


and Loan Asseciation. 


ings 
Boulevard in Beverly 
Although it 


“small” 


innot 


x considered a user of direct 


nail (last year’s budget was about 


$29,000), Southland is an example of an 


ndependent concern ck ng a good job 
1 


f advertising on their own hook, with 


Ip of a manufacturer's ready 


the he 


The oD was written 


THE REPORTER OF 


and prepared by the Darwin H. Clarke 
Agency of Los Angeles. 

The purpose of the campaign was to 
yuild prestige, promote the opening 
individuals, 


and naturally to 


ot savings accounts by 
estates and trusts 


increase their assets. 


It consisted almost completely ot 


trom one to three mailings ot post 
cards per month to 50,000 people in 


Beverly Hills and vicinity. 


< ards 
On 


hand there were ordinary government 


Two different styles of were 
ilternated in this 


series. one 


penny postal cards, printed In one 


color, utilizing many different formats. 
: : 
Alternating with these were a group 


” 


of attractive 5” x 6'4”, two-color cards 


hat told the Southland story. During 
the past year about 1,000,000 cards have 
ccn sent out. 

Mailings are timed to arrive between 
the 30th and the 4th of 


ipitalize on the p 1 ul ti 10t! 
capitalize of ¢ period until the th, 


the month, to 


when can be invested to 
The 


reinvestment 


Ist). 


tunds earn 


trom the Ist. heaviest mailings 
ire around the 


July Ist 


In addition, a 


pe niods 
ind Jan. 


12” 


, % two-color. 


+-page house organ is sent 4 times a 


vear to a selected list of prospects g1\ 


ng interesting news on the savings and 
loan association; pointing out its sound 
ness, efhciency and good dividend rates 


to members; telling odd facts, jokes, etc. 


Results have been excellent says Vice 
President Richard Matthews, Jr *This 


campaign has proved that wealthy 


people do read _ postcards Results 


come in constantly. Four out of five 


people coming in fo open new account 


come in as a result of our direct mail 


The campaign has continued steadily 


moved to our present location 
eight years ago, and our assets have in 
1200 Yes. 


direct mail rob tor 


since we 


creased in this period. 


has done a splendid 
us. 


Those two case histories vive con 


eflectiveness of 


Mail. 


clusive proof of the 
! ; 
simple formats in Direct 
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~ 
Enjoying @ big, mon-sized hot mect 
tondwich of the new 


Ireland's ‘Mart’ 


He meets all his friends of trelond’s 


eeeeeee sa 6 8 's'8's's's 


omey Opin N. Shut? 


Preporing © bret on ireland 5 shrimp 
cocktoll. He says it's on open ond 
shut cose thet 


Ireland's ‘Mart 


‘ 
AR } fosted Any wage of fine tood wovid 


gree thot Ireiond s new Mort is the 
smortest place im town tor good 
qucck smocts 
SW 6th AVENUE NEAR WASHINGTON 
In the new Equitable Buiding 


x 


MMM 



























































































































































































































































































































































Teking @ quict breet for o steaming x meat sandwiches of Welend's ew 

bow! of pyping hot clam chowder of ee * Mort. All the men he's tothed to soy 

lrelond’s new Mort. She ond her eo amy : on Wreland’s hot sendwich makes o 
friends heve discovered thot the ox really big, mon-sized meol. His re 

middie-of the-chternoon ump dis xe BD search shows thet 

“on 

eppears when they drop in for « *. — 5 | | d’ ‘ ’ 
quick energy pick-up of thet dell eee reian s ‘Mart 


Out novnehing chowder of 0 7 le the emartest place in tows fer © 
q 


’ ne \ \ good. quick lunch 
Ireland Ss ‘Mart’ . S S.W. 6th AVE. NEAR WASHINGTON 


S.W. Oth AVENUE NEAR WASHINGTON <2. In the new Equitable Buiiding 


where's Mr. Blowlopps sectetary? 
re? Tohing notes on the delicious hot 


“\ 
\ 












































CHOWDER, SOUP 
& HOT SANDWICH 
BAR 


aeasace 





CRAB GHRIMD 
& OYSTER 
COCKTAIL Bar 
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One Advertising Man 
to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION 


Yes, yes, Henry, | know you are pub my piece where I started to tell about a 


lishing a magazine for d 


and that it would be better if we stuck for 44¢ down and 44¢ a week and I 


' 1? ' 
rect mail users local jewelers offer of wedding rings 


more closely to that form of advertis went berserk 


ing in our little discussions, but frankly, away from the typewriter, made me 


The good missus led me 


liquid sedative and put me to 


there is little direct mail advertising take 


I receive that moves me to comment bed 


favorably or unfavorably. Maybe the ut let’s change the subject. 


direct mail users have my number and k in the early 30’s I just could 


see to it that | do not get any of thei n't see eye to eye with Herbert Hoover, 


efforts. but | am now willing to admit that his 

Aside from two and three page letters vision wasn't so bad. The prosperity 
‘ } 1 mahi her " ; , 1 , 

I get from book publishers, ditto tron he saw around the corner was there, as 


magazine publishers, lengthy “news was the chicken in every pot and a 


History 
ike to have a lot of space for nothing records that for a while there were so 
all of which I have for a long time 


} 


- I divert r ‘ would | { 
releases trom ad ertisers who couple of cars in every garage. 


nany chickens that the public would 
in the wastebasket—the 


idvert sing in my mail is very sl m 


1 i} , , . 
een throwing have gladly traded them for much less 


than their weight in round steak and 


beef, and right now there aren't 


During the pre-Christmas season | voilin igh 


} 


enough of garages to hold the cars 


received two preces ot vdvert sing trom 


candy makers, one from a trurt 
} 


nouse 


yrower 


they are parked bumper to bumper, 


ind one from a nut very night along all residential streets 


Oh, ves, I received a p Maybe Mr. Hoover didn’t have any 
jewelry outht trying to sell n using hing to do with this wave of pros 
my credit which I was assured but I will have to admit that he 
good. If the ; hadn't been so slic resaw it, and it is my present opinion 
I would hav ; ul | that a goodly percentage of the public 
I l happier today if what Mr. 


would be 
} 


peen 


room tor 
razor I still use. Hoover saw around the corner had 
nerely a mirage 


Mr. Hoover is looking 
around the 


That idvertising plus tne 


the same type used in the newspapers or to be more 
set me to writing a piece th 


of sucker-bait to point im wain and what comes to his ears is the 


11S exact, l stening corner 


Deep Study Lip-Curling Idea 


Smuc Satisfaction 








Whathell will I what Henry will 


for The Reporter fumed advertising think ‘ 

Three side views of George Kinter. 
We were planning a little promotion piece to show what The REPORTER is 
like. Wanted pictures of our regular contributors. George Kinter responded 


with three specially posed pictures. with captions. Too good to keep buried 
in our advertising department. 


result of what he saw back in the early 
30's. 
Says Mr. Hoover: “I get no im 


pression ot advancing civilization rom 


singing commercials.” 


It is my sincere belief that more 


people, by far, share this impression 
than shared his impression that pros 
perity was hiding around the corner, 


and if Mr. Hoover came up with a 
I 


sure-fire method of destroying this 


threat to civilization, | would, without 


any help from Mr. Gallup, be willing 


to go on record as predicting his return 


to the White House, even though it 
meant a slight reduction in the number 


of chickens and a few “for-rent” signs 
on double garages 

I have come to the belief that it has 
been the lack of the need for selling 


chickens, automobiles and everything 
else that gave birth to singing com 
mercials. The prosperity that mater 
alized around the corner made selling 
unnecesssary and a holiday for adver 

brains was declared. Advertis 
ng money, of course, had to be spent 
to cut down income tax returns and 


the advertising brains “on holiday 
were called upon to concoct radio com 


} 


mercials that might appeal to the long 


neglected brainless segment of the 


public. Over cocktails in night clubs, 


the owners of these brains “on holiday’ 
have been dreaming up not only sill 
iness to be sung, but dizzy drivel to be 
mouthed over and over again in tones 
tune WwW th the lowest order ot 

If such advertising is continued it 
will not only arrest further advance 
vilization but we may soon find it 

on a par with that which existed in this 
country before it was discovered by Mr. 
While a large 


public is still 


Christopher Columbus. 
percentage ol the 
normally sane, mentality of that part of 
t seeking a bit of entertainment via the 
radio, is endangered 

Just what Mr. Hoover could do about 
Should 


he 


this situation I do not know. 
he faver barring such commercials 
would be branded a foe of Free Enter 


prise. Any effort to convince big users 


of the air waves that it is not good ad 
vertising to insult the intelligence and 
innoy one part of the public to win 
favor of a small percentage of nitwits, 
would bring merely a horse laugh and 
figures showing increased sales. 

Limits could not be put on adver 
tising expenditures—that, too, would 
be a slap at Free Enterprise. However, | 
have a hazy idea that that end might be 
reached through other than law-passing. 


\ way might be found to make it just 
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a little harder to earn what it takes to 
buy the chickens, automobiles, soap, 
cigarettes and other things advertisers 
are singing about and they just might 
find it necessary to quit singing and go 
back to selling—the kind of selling they 
had to do in years gone by, before the 
public was educated to the “easy-come 
easy-go” method. 


I hope no one will think that I am 
advocating another depression. I am 
just toying with the thought that people 
who really have to carn their spending 
money are a bit more careful in spend 
ing it—and that applies to advertisers 
They, too, have been inoculated with 
the spirit of “easy-come-easy-go” and 
they apparently get more satisfaction 
out of tossing away a few million dollars 
to feature the antics of the brain child 
ren of the mentally deficient than 
spending half the amount on building 


good will and lasting respect 


Maybe Mr. Hoover, who in my opin 
ion, has done more constructive think 
ing since he left the White House than 
he did while occupying it, can come up 
with an idea for curbing this threat to 
civilization. If he can, and he runs for 
President again, he will get at least 
one vote he didn’t get back in 1932 
even though it might mean a little more 
work for a little less money for all of 


us—including advertisers 


A PUZZLE 


We liked the mailing recently re 
leased by P. R. Mallory & Company, 
Inc., 3029 E. Washington St., Indian 
ipolis 6, Indiana \ stiff-<cardboard, 
8'2” x 11” sheet with eight die cut 
numbered apertures in top half. The 
heading, “Let’s Solve Your Contact 
Puzzle Here and Now.” Then three 
paragraphs of copy explaining how 
Mallory’s line of eight types of stand 
ard electrical contacts will save manu 
facturing costs. A small envelope is 
tipped-on to the left side of card (flap 
up). Printed on it, “Perhaps our Solu 


tion is in This Envelope!” 


Inside the pieces die cut from card 
actual pictures of each type of 
contact offered. Prospect can finger and 
compare with design or product now 
being used. Attached to card is a 
return envelope and a questionnaire 
which engineer or designer can use in 
requesting recommendations and quo 
tations. Darn good factual selling. 


'ANUARY 1950 


“This company doesn’t 
deserve our business!”’ 


#...JUST LOOK AT THIS MESSY LETTER!“ 


“QUR OWN 
LETTERS LOOKED 
ALMOST AS BAD, 
MR. WEBB, TILL 
WE CHANGED TO 

HAMMERMILL 

BOND!” 


Sloppy-looking letters—soiled white surface takes quick, clean 
by erasure smudges—are definite erasures...no need to retype a 
business liabilities. That’s why whole letter because of one little 
so many progressive firms today mistake. Your typists can finish 
rely on Hammermill Bond to their work on time... turn out 
make the right business impres- crisp, clean letters that are a 
sion. Hammermill’s firm, snow- business asset to your firm. 


Send for New FREE Working Kit of Hammermill Bond 


A real “show-how” portfolio of new, practical ideas to help you de- 
sign a letterhead that will represent your firm properly ...and plan 
time-saving printed forms that cut down errors and waste. Includes 
specimen letterheads and forms, layout sheets, memo ideas, Signal 
System folder, envelope information and sample book of Hammer- 
mil! Bond in all colors. Send coupon for your free kit today. 


mMMERAG) 
we"sond 


Hammermill Paper Company, 1621 East Lake Road, Erie, Pennsylvania 
Please send me—FREE—the new Working Kit of Hammermill Bond. 





Name. 








Position — 
(Please attach to, or write on, your business letterhead) 


THE WATERMARK iT 1S HAMMERMILU'S WORD OF HONOR TO THE pust . 





Playing 


POST OFFICE 


By: Edward N. Mayer. Jr. 


MMAA TL 


We really pulled‘ one last month 
thoroughly 


One for which we are 
ashamed. You may remember that we 
quoted excerpts from a piece by David 
Lawrence in which he commented on 
a speech made by Senator Douglas of 
Illinois. Lawrence made some sense 
to us in some of the things he had to 
say about subsidies in the postal service 


We d d 


not, however, agree with all of the 


as they affected postal rates. 
things he had to say—and thought we 
had used only that part of his remarks 
that made sense 

However and inadvertently we in 
cluded one sentence of his column with 
which we disagree entirely and for its 
inclusion we apologize humbly to the 
entire Postal Service from top to bot 
tom. T he Lawrence sentence lat we 


ncluded by mistake was 


Although we've had lots of th nys 
to say about the Post Office and its 
ofhcials and employees during the past 
years, that were anything but comp! 
mentary, we beg a humble pardon for 
even inferring second hand that we 
thought there was anything even re 
sembling graft in the Service. We know 
better than that, and even the David 
Lawrences of this world should know 
too. There may be extravagance, in 
efficiencies and politics (name one pr 
vate corporation 
exist to sore deg 
reiterate 'oo strong! 
graft of any kind 
Service. 

In about sixty days your local 
master will be sending you mai! 
corrections on a ft and more 
plete Form 3547 TI new 
should be much more v sluable than the 
Through the cooper ition of 


Assistant 


old one 
the Office of Deputy 
master General Nelson Wentzel, 
new form contains all of the inform 
tion mail users have been asking 


during the past few years 


The information side of the form 
will be reproduced in next month's 
Reporter, but in the meantime it is 
interesting to note that it will contain 
boxes to be checked by clerk or carrier 
that should make keeping a mailing 
list up-to-date lots easier. The old 
either 


form, where undecipherable 


handwriting or worn out rubber 
stamps made the whole question of 
understanding corrections a rather difh 
cult game, will be a thing of the past. 
In addition to the usual lines for name, 
address, key number and forwarding 
postage required; there will be boxes 


Removed 


covering the following: 1 
Not found, 3—Re 
No such ad 


Other reason. 


left no address, 
fused, 4 


dress, 6 Deceased, 


Unclaimed, 5 
The new form will be 3 9/16 x 

16 and will carry on the back of 
following paragraphs 


users should read care 


TO SENDER 


The new Form 3547 will certainly 
be helpful to all concerned—and the 
postal officials should be congratulated 
for working it out with interested mail 
isers. In a further attempt to cooperate 
more fully with mail users, the Depart 


ment w with the distribution of the 


new forms, instruct postal employees 
to find out if the addressee is still con 
nected with the company addressed 

the information is available a nota 
(Other 


“No longer With Company 


tion will be made under +7 


Reason ) 


If this system is going to work, i 
will mean that every corporation must 
be willing to cooperate with the Post 
Office and give that information to the 
carrier when the condition exists. Any 
thing mail users can do to pass the 
word along to every company they con 
tact will mean that much more in 
keeping mailing lists accurate and 
up to-date 

seeeeeeeeeee 

Last month we said quite a bit about 
Public Law 363 and the effect it could 
have on the sale of cigarettes by mail 
It was our understanding that this Law, 
passed in the last days of the Congress, 
made it mandatory for cigarette sellers 
in the eight non-taxing states to notify 
the interested state tax collector if they 
shipped any cigarettes to consumers in 
states that had a cigarette tax. What 


we overlooked was the fact that if 
cigarettes are shipped to other than 
dealers or distributors from any stat 
to any other state the same information 
must be sent along. In other words. 
tf cigarettes are shipped lor private con 
sumption from New York to Connecti 
cut (even though both have cigarette 
taxes)—the New York outfit has to no 
tify the Connecticut tax collector—who 
we suppose would be well within his 
rights to collect a second tax. Now we're 
more convinced than ever that the Law 


(363) is both unconstitutional and un 


We're gathering quite a bit 
' 


formation about State Laws th 


mail sellers—and will report 


ubout them in a few months 

have any information about any 
' ” 

1Ox il Statutes, will you sen ther 
to us vle ind nmediately 


} 


Here's an 
Postal Bulletin 
typical of the desire or 
Postal Author ties to 
rh 


nteresting 


Seems to 


und at the same time save money 


Experimental Handling of 
Undeliverable Double Postal Cards 


In fort \ : W 
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The Post Office Department is 
conducting a campaign to get 
postal employees to encourage 
the use of Air Mail Special De- 
livery on Friday and Saturday 
mailings. It's a good thing for 
all direct mail people to remem- 
ber, too. Air Mail only speeds 
your mail to city of destination. 
not to the individual. When Air 
Mail reaches destination. it goes 
through regular mail sorting and 
distribution. If you want special 
handling. especially when car- 
riers are not active, you must 
use special delivery. 











eee eee eee 


Congress is back in session and in 


the very near future you're going to 


hear plenty about increased postal rates. 


\s a good example of not believing 


everything you hear, we ve you the 


story that appeared in one of the Wash 


ngton papers Friday, December 16th 
Che story said that Senator Olin D 
Johnston, ( hairman of the Senate Post 
Othce Committee had issued a state 
nent that when Congress reconvened 
he was going to recall $ 1103 (the Bill 


to increase Postal Rates) Loud were 


e cheers and many the interpretations 


ot the statement. However, on Mon 


day the good Senator issued another 


statement in which he said he'd been 


misquoted and couldn't possibly reca!! 
consent of the 


What the 


the Bill without the 
majority ot his committee. 
papers didn't re port in either instance, 
however, was the fact Senator 


recalling his 


was really interested 
Bill tor only one reason The reason 
lo give the House Bill (H R 2945, a 
nll to increase Postal Rates) clear and 


speedy Saling to an early passage. 


Happy New Year to you 


' 
too 





JANUARY 1950 


ANNOUNCING 
A PARTY 
WITH A NEW TWIST 


Arthur Martin Karl of Names Un 
limited, Inc. moved from his old quar 
ters on 45th Street to 352 Fourth Ave 
nue, New York 10. He wanted to 
stage a combination house warming 
and Christmas party so sent the 
following clever mail-order style an 
nouncement letter . . . with a piece of 
corrugated wall-covering attached. 

NOW FOR A LIMITED TIME ONLY 
tHE OFFER OF OUR LIFETIME 
Friend 


If you act immediately you can save 35¢ 
ind uu will recewwe ABSOLUTELY FREE 
THE BEAUTIFUL GIRL GUIDED TOUR 
ofices of NAMES UN 


352 Fourth Avenue on the 


mugh the new 


LIMITED, ING 


wv, to be hek! in connection with 
iE, GIGANTIC, MONSTER 

HOUSE WARMING 
AND CHRISTMAS PARTY 


waste a minut The price of 


th flo 
HU¢ 


the 


egular tour is 35¢ but if you clip the coupon 

und return at NOW 

n f tree drinks and hors d'oeuvres in 
idinon to the FREE TOUR 

This is POSITIVELY THE ONLY OFFER 

THIS KIND! This astounding, amazing 

will not he repeated ACT NOW 

t tu 3 d Tour FREE Chip 

plan to attend « Friday, 
mm 1:00 on 


xamine the results 


uu can guarantee your 


Guid 


Dot 


c 





Working on a Small Budget 


Continued from page 16 


short ot doing the job I'd like to see 
wone, 

Your magazine is interesting. | read 
t through each month. Yet I have 
never found anything specifically bene 
hcial to me in my situation. I suspect 
there are many more persons like me, 
who, though not working with five 


lo a 


nd six digit budgets, still try to « 
top quality job within their scope. 
My congratulations to you and Mr. 
Russakoff. I hope in the future you 
will hit the same subject more often. 
J. Y. Poweut 
Wessendorff, Nelms & Company 
Advertising Manager 
320 Franklin Avenue 


Houston 13, Texas 


Step Up Your Mail Results 
with RETURN-A-CARD Letters 


Return-A-Card Letters put 2 preaddressed 
order card or envelope at your prospect's 
fingertips and keeps it there until he uses it. 
There's no chance of your card being mis- 
placed . . . no lost orders because of 


lost cards! 
THE CARD IS 
ATTACHED 
TO THE 
LETTERHEAD 


RECENT EXAMPLES OF HOW RETURN. 
A-CARD LETTERS INCREASE RESULTS 


turn-A-Card Letters has 
tr better than the 
letterheads 

t of a total of 


roduced triple the 
Products Co r ts than in any 
Cuff-ettes Sales ous year.” 
Campaign) (Bellville Committee 

Return-A-Card Letters cost no more than ordi- 
nary letierheads. You can make a Return-A- 
Card mailing for as low as 1'/, cents per set 
up to 3 cents per set depending on quantity. 
This includes a two-color letter with the 
Return-A-Card printed and atiached and co 
special window outside envelo to fit. 
Write or call to see samples of these improved 
mailing pieces. 


Tested Sales Producers. Inc. 
131 West 53rd Street @ New York 19. N. Y. 
Plaza 7-8573 


An 
yntertaining. 
instructive. 
human book 
for begin- 
ners and old- 
timers in 
direct mail. 
Reads like 
@ novel. 


$1 SO 


GRAPHIC BOOKS, Inc. 


17 East 42nd St.. New York 17 








MAILING LISTS 


ness | Order Buyers 


M 


1 request 


ttalog sent FREE or 
INTERNAT ON*"L LIST CO., Inc. 
S65 Fifth Ave.. N. Y. 17. PL 3-0833 


1830 Jefferson Place. N. W. 
Washington. D. C.. Republic 4111 











| LET THIS 





Guide you to 
better Direct Mail 


ty page pr 
Write personally te 


HENRY HOKE 


17 Fast 42nd Street. New York 17. N. ¥ 


THE 
100,000 weplfies-- 
SELLCTED OWNERS OF U. S. PLEASURE 
CRAFT AND PRIVATE PLANES 


Male Purchasing Power Luxury 
I acer Adventure Technical 








Entire list completely circularized every 
60 days by our own publications. 97% 
address accuracy guaranteed. 
LISTS THAT PAY OFF. SEE YOUR BROKER 
BOAT & EQUIPMENT NEWS 
224 East 4ist Street. New York 17. N 
AIRCRAFT & EQUIPMENT NEWS 


TO PROVE OUR SINCERITY IN MAK Names Unlimited, Inc 
ING THIS OFFER WE ARE ENCLOSING : 
POR YOUR INSPECTION A PART OF THI 
WALI OF OUR BEAUTIFUI NEW 
OFFICES 


Che coupon at bottom ot letter read 


mt haste and in gown! shape 


th Avenue, 


se 

' " i “wn to the 

Don't tal to nd t co i Her ‘ ~ D 
what vou will ge ‘ 


35¢ Guided Tour ABSOLUTELY FREI 


Introduction to mpliovees with ‘ 


cember 
ABSOLUTELY 


va 


AY nave Ww orked 
A Names Unlimited Cockta 
: — Ganaee P. S. by Reporter: The party lived 
YOU MAY KEEP THE SECTION Of! . 
WALL WHETHER OR NOT YOU TAK! up to its promotion. The walls, and 


ADVANTAGE OF THIS OFFER everything, were beautiful. 














YOU CAN HAVE YOUR 


CATALOGS & 
DIRECT MAIL 


WRITTEN ® DESIGNED ® PRODUCED 
BY EXPERTS AT LOW COST 


Consultation Without bligation 


Paul Muchnick Co. 


Mail Sales Promotion 
180 Nassau St. New York 7. N. Y. 
WoOrth 4-6936 





DIRECT-MAIL COMBINE-VELOPES 
The 4-in-1 Direct-Mail Soles Package 
Include Outgoing Envelope, Sales 

Letter, Order Form, Return Envelope. 

Delivered Ready to Address. 


W rite 
THE SAWDON COMPANY, INC. 


Pre eert  . e) e ee es 


SO LONG, MILES - - - - 
by Whitt Northmore Schultz 





REPORTER'S NOTE: On page 25 of the billion dollar mail order industry 


December issue of The REPORTER .. . there 4 REAL LEADER 
appecred a friendly letter from Miles Kimball, 
President of the Miles Kimball Company. “The customer is always right” were 
Oshkosh. Wisconsin. not mere words for Miles Kimball. 
Miles made suggestions for future stories. He believed unquestionably in that 
Our answer was a request for Miles to start 
the bal! rolling by writing the first in the philosophy 
series. That article will never be written. wasn't pleased, a speedy, quibble-tree 
for 43-year old Miles Kimball died of a adjustment was made by return mail. 
heart attack on December Sh . the day 
our magazine was put in the mails. 


and when a customer 


More than any other man, Miles 


Miles deve'oped a large and successful Kimball gave me the positive rules to 
mail order operation in Oshkosh. For a 
time ne was president of the Mail Advertising 
Service Associction and he has been on 
the Editorial Advisory Board of The REPORTER 
for the past three years. He had thousands 
of friends and hundreds of thousands of 
satistied customers all over the country. His 
death was a great shock and a great loss 
to all of us. 


follow in the challenging — business 


world 
He gave these rules to many others 
for he had many friends . . . and 
he enjoyed sharing his experiences. 
He was out to help his fellow man. 
He devoted his lite to making our 
Just as I was preparing to write about him nation a finer pl ace to live. 
and his work. the mail brought me a eee : 
clipping from the Highland Park (Illinois) AN OUTSTANDING MAN 
Press. which I'll use in place of an item of \ 1.) | 
mbDali practiced, eve ay. 
= on, Ge & See Gis Guatent files Kimball practiced, everyd 
story?) says it better. anyway. He al 
ways treated others as he wished to be 





The Golden Rule in business. 





He was one of the finest men I've treated. His hundreds ot employees 


er known in his giant factory will verify this 
That was Miles Kimball, one of 


America’s leading businessmen, who your customer. Treat him well. Do 


“There's no one more important than 


slipped away quietly the other evening this and vou'll be successful.” he told 
it the young age of 43. this mail order neophyte . . . and it’s the 
bus.ness counsel I've ever 


His lite was just beginning. wisest 


With his bright and clever min 
und a great deal of hard, 18-hours-a We need more men like Miles Kim 


lay work, he took $10 and made i hall 


1, received 


7 not only in the mail-selling field, 
nto $1,000,000 plus. wut in public life, for his Yes-To-Life 
How? philosophy was made of the strength 
By treating his customers well that built 
He started business up in Oshkosh 
\ thout a customer 


i 
When he slipped away, he had over 


America 
Miles Kimball has passed on to a 
Alberta, 


ind his only daughter, Mary Louise, 


tiner world. His lovely wite, 


1),000 customer friends, a great many 
them from the North Shore and 


from Highland Park. 


will miss him greatly, as we all will. 
But Miles Kimball lett a high goal 


sever il - 4 
He was a mail order genius. He — '0F us to reach. And it "| ‘mabe 
| . roa!, ours will be a better lit 
knew what th American people _— ' . 
vanted . ind he gave So long, then, Miles 
hem via some of ¢ It was really wonderful | 


mailing pieces ever conceived in the triend of yours. 
& | 
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Cc L E V E R ee Wednesday, Thursday and Friday, Decembs perforated strips with interleaved 
. 1 2 >3 


» 22 and 23 ' 
. irbons 
Good selling. The address, Delaware ' 

- : : \ typist or shipping clerk merely 
is the word for a letter received by Ave. at Tatnall, Wilmington, Delaware, 
Duke Alexander from a Wilmington, should possibly have been repeated on 
Delaware Dress and Gift Shop. Came the letter sheet. Otherwise ... 100 


in a #6 °s envelope, with only the 


addresses one mailing label and auto- 
matically produces the C. O. D. mail- 
ing tag, post office mailing receipt, 
office postal receipt form, customer's ad 


address printed on flap. Inside a - 
vice of shipment and office record 


” 


6'%4 x 9'4” sheet of paper covered by 


a loose sheet of red cellophane. Only NEW PARCEL POST copies. Seven steps are saved over the 


. old method of preparing parcel post 
words visible through the red were pre} 5 I I 


= wn Cc. O. D. mail, and time is saved at 
Beware” at top and the very feminine C.O.D. SYSTEM CUTS aap : 

“Mf W. Speak < the post office because ten packages can 
Signature ot arjorie - Speakman 1 

. ‘ ” receipted at one time. 
at bottom. A bit intrigu ng tora male SHIPPING ROOM . iT ; , 
R th Hop ih end Flexibility of forms is provided in 
Acmove ©e\ cenopnane . . ane eres . : wor . 
. W the SIMPLIFORM C. O. D. SYSTEM 

a letter multigraphed in red ribbon PAPER ORK : . 

' , ; so that any combination of records 
(neutralized from vision by the cello . 2 ; 
: i can be obtained. Use of the pre- 
phane). The letter reads: A system for handling shipments ot 

C. O. D. Parcel Post Mail, approved by 


= one postal authorities, practically eliminates 
reminder 


numbered carbon forms cuts out dupli 
cation of work and avoids errors in 
transcribing. If interested, you can get 


> of the p nal he , 7 
one of the principal headaches of firms good descr ptive folder and samples by 


men fe 
lib shipping C. O. D.—the many dupli 


writing to the St. Louis address. 
cate forms and records that must be 


filled out 
The SIMPLIFORM C. O. D. SYS 
TEM, developed _ by Simpliform MAKE THIS TEST 


Business System Company, 2035 Wash 


problems 


can be of 
ind even ington Avenue, St. Louis 3, Mo., How difficult is it for your friends or 
to suit you! involves the use of pre-numbered customers to reach you on the tele- 


! 
ou, we wi "I . 
Frida printed forms which combine all phone? 


needed tags and records in a set of Continued on page 26) 


OTST OV OOOO UU UUUUUUUUUUUU UU UU UU UUUUUUUUL 


We Can Make 
a good advertising manager into a better one! 


And here’s why.... 
1. We can relieve him of the perplexing details of direct mail advertisi 
production and distribution. 
2. We can give him more time thereby to devote to his job of managing the 
advertising of his firm. 
3. We can make it easier for him to use direct mail advertising by actually 
doing the work for him. 
We can do all this, because we are Mail Ad- ized letters, speedball personalizing, private 
vertising Service Association, International mail list maintenance, creative art, plans, ideas, 
(M.A.S.A.), an organization of more than 650 copy, printing, offset, lithography, planograph- 
direct mail advertising specialists all over United it slinenmenth, plate making, Euiott sten- 
States and Canada. Each of our members owns cil cutting, folding, collating, inserting, display 
and operates his own establishment and has shipping ete. 
been found proficient in his specialty before Some folks call us lettershops . . . some mail- 
being invited to join M.A.S.A. ing list houses ... but just as a rose by any 
Some of our members create, produce and name is still a rose ... so it is with M.A.S.A. 
distribute direct mail advertising ... others members, who by any name are still direct 
specialize in certain activities such as—mailing. maii advertising specialists in every sense of 
mailing lists, multigraphing. mimeographing. the words ... who have the “know how” to 
typing. addressing (typewriter), addressing make an advertising manager’s job an easier 
(longhand), addressing (mechanical), personal- one and a more effective one. 


We shall be happy to send you a list of M.A.S.A. members 
who can serve you ... if you will just request it. 


MAIL ADVERTISING SERVICE ASSOCIATION, INTERNATIONAL 


18652 FAIRFIELD AVENUE . . DETROIT 21, MICHIGAN 
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EVER SEE A BUSHEL 
WITH A CELLOPHANE 
WINDOW ? 


“Hiding your light under a bushel” has 
never been considered an American vir- 
tue. As a nation, and as individuals, 
we've always believed in taking full 
credit for all our accomplishments. 


In keeping with this fine American tra- 
dition we have cut a cellophane window 
in our bushel, so that you may see our 
candle and the flame that burns on it. 
It was lighted, this time, by Mr. John 
Stevenson, Vice-President of the Grey- 
stone Corp.—owners of the Fiction Book 
Club—who says, of one of the many 
Circulation Associates services: 
“We believe that the success of 
The Fiction Book Club Contest 
last year was in great part due 
to the careful attention given by 
Circulation Associates to all of 
the many details involved in reg- 
istering the entries, judging the 
answers, and maintaining the vo- 
luminous correspondence involved. 


“Our hat is off to you for a con- 
scientious, intelligent job well 
done!” 


Sure, it’s nice to have people say nice 
things about the work you do for them 

whether it’s contest-judging, list- 
maintenance, circulation-fulfillment or 
any other Direct-Mail operation. 


But you have to do nice things to merit 
that sort of praise. And that's exactly 
what we've been doing, for some of the 
country’s top mail users, for years and 
years. We can do the same thing for 
you, if you say so, at the first oppor- 
tunity. Just write to the address below, 
or telephone COlumbus 5-3150 right now! 
NOTE 4 postcard with your name and address 

SEVENTEEN STEPS"... will 


nformation on Circulation Asaox 


avd the worda 
bring wou fall 

ates SEVENTEEN STEPS TO RESULTFUL 
DIRECT-MAIL APVERTISING” 1 
practical course in Direct-Mad tech» 
tral planning of a campaign to 


complete 
ques and pro- 
eduresa from the 
the final analysia of returns. Drop your card in the 


mail today 


CIRCULATION ASSOCIATES 


Circulation Fulfiliment « List Compilation And Main 
tenance ¢ Stencil Cutting * Triple-Head Muitigraphing 
+ Offset Lithography * Letter Press Printing * 

* Addressing * Mailing * Complete Mail Campaigns + 


1745 Broadway - NEW YORK 19, W. Y. 


Every once in a while 
of your office and call yourself on the 
telephone. If you cannot disguise your 
voice . . . get a friend to make a call 
and listen in. You may be shocked. Dur 
ing the past year, we've noticed an 


go out 


increased snootiness on the part o 
telephone operators and _ secretaries 
“Who is calling?”—“How do you spell 
“What do you want to 


. they demand. Some 


the name?” 
talk about?” 
times they even come back on the wire 
and want you to spell it all out again. 

It's irritating. We asked one business 
man why he allowed such tactics. He 
said, “to avoid insurance agents.” He 
admitted he only got one or two such 
calls a month. But here he was 
sending out batches of mail, pleading 
for business, suggesting that his pros 
pects and customers write or call him 
When they react to the direct mail and 
try to call . . . they are treated as in 
truders. The most irritating operator 
we've experienced answers the phone 
of a lettershop (imagine). She de 
mands name, company, reason for call, 
etc... . then winds up by telling you 
the boss is away for a week. 

‘ please girls (if y 


tem while reading the 


hink for a minute that we all 


bad. The bad ones are made worse by comp 
ne them with the perfect phone receptionists 
We d prin am honor roll, but it wouldn't 
be fair to the ones we missed 


At any rate, you direct mail users 
. check your telephone answering 
system. If you are using the mail to 
get inquiries . . . if you are exposing 
yourself to answers by letter or by phone 
be sure your prospects are not 
being irritated and possibly lost by the 
stuffy stone wall of exclusiveness you 
have built around you. And don't 
think exclusiveness and hard-to-get-at 
ness are indications of greatness. Some 
of the “biggest” folks in business are 
the easiest to reach. 

Don't let your telephone operator or 
your secretary wreck the goodwill or 
the business you are building by mail 

>. 7 . 

Maybe this year of 1950 is a good 

‘bus:ness” to start all over 

gain on definite programs for train 

ing employees. All employees . . . but 

especially those who deal with the pub 

lic, either by mail or by phone or in 
person. 

One good source of material is 
the recent two-section report issued by 
The Dartnell Corporation, 4660 Rav 
enswood Avenue, Chicago 40, Illinois 
It is entitled “Training Clerical Em 
First section, “Purposes ot 
“Methods ot 


3 : 
ployees 

Training.” Second 
Training.” Report resulted from a year 


of interviewing more than 150 corm 


26 


panies. Reveals that tew companies are 
satished with training given in com 
mercial subjects by the nation’s schools. 
We were glad to see that “telephone 
courtesy” was part of programs by 
some companies. The Dartnell report 
is available at $7.50 per copy 
Incidentally, we 
Suhler of Look (who dropped in for a 


. slling 
were telling Les 


visit) about our gripe on telephone op 
erators. He said that in addition to call 
ing ourselves on the phone, we oughta 
send ourselves a few orders or inquiries 
by mail, just to see how the people in 
the office take care of them. You may 
think you have a fool proof system for 
handling, fulfilling, etc., but the best 
of systems go haywire. So, Les, we've 


idded your item. It’s a good idea 


THE BEST OF 
THE CHRISTMAS 
APPEAL LETTERS 


Many charitable organizations were 
plugging hard during the pre-Christ 
mas season. We are commenting else 
where in this issue (page 9) on the 
whole “situation.” The best letter in 
our estimation came from the Madi 
son Square Boys’ Club, 301 East 29th 
Street, New York 16, N. Y. It was 
multigraphed with a one-line fill-in. 
Above the fill-in was a tipped-on 3¢ 
stamp. Clipped to the letterhead was 
a 4” miniature knitted red stocking 
The letter was so good ° it deserves 
reprinting. 

as gifts 
that 

at Cnristmas 
received 
wagons 


years 
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help which through your kiminess the Club 
has been able to give him 

| hope that this Christmas with all its 
joy and happiness that you will remember 
the enclosed Little Red Stocking and the 
asting Christmas help it can bring back for 
some boy, so that he may learn, through the 
Club that there is happiness for himself when 
he makes others happ 

Like these toys which have lasted so long, 
vour gift not only gives happiness at Christmas 
ume, but lasts a lifetime Boys! when the 
get older, do appreciate the service the Club 
has given them as kids I remember one of 
the alumm calling me up and saying “The 
Club has a new member We have a bo 
weighing § Ibs. 8 oz., and I want to register 
him.” It as in these unexpected ways that 
boys show appreciation, and we do get a 
feeling that we are really helping 

I do hope you will return this littl Red 
Stocking with your gift; in any case, will 
ou please return the stocking 

With best wishes for a_ pleasant holiday 
cason 

Sincere murs, 
(signed) Albert B. Hines 


Executive Director 
Enclosed with the letter was an un- 


stamped return envelope. Attached to 
it was this apology slip: 


in APOLOGY to CONTRIBUTORS 


We are current testing mauling | 


ig ss of 


wmes whi! nterest xTsons furn'sh to us 

Because of this, you n receive duplicated 
etters, especi it mur nar ppear mM more 
than one y hist ‘lease bear with us 


1 ve cost of checkin uur name with each 


z, won't yu 
vease forgi s ad yo on this 
request fo rift to one ho mi desire 


help our boys and our work at this ume? 

The Reporter hopes this Christmas 
campaign was successful. Al Hines 
has done a swell job all through the 
years. So have other members of the 
Financial Secretaries Association 


AN EMPTY WRAPPER 
AND A SPINNING 


COIN DRAMATIZE A 
TRADE PAPER'S 


SERVICE 
TO INDUSTRY 


To dramatize its service to drug store 
operators, AMERICAN DRUGGIST, 
522 Madison Ave., N.Y., decided to 
publicize a continuing editorial feature 
called “The Silver Dollar Jackpot—a 
new clerk training idea.” 

This editorial feature hits hard at a 
serious problem facing both manufac 
turers and retailers today. Sales clerks 
aren't selling. To help solve the prob 
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For Winning Forms 
BE AHEAD with RISING 








os 


For forms of clean appearance, sharp 
printing, and good wearability — Rising 
Bond is the paper to choose. Ask your 
printer if he does not agree that the best 
paper for forms is 


Rising Bond 


¥ White and 5 colors ¥ 25% rag 

V 4 weights Vv Envelopes in six sizes 

Vv Excellent printing surface for engraving, 
lithography, gravure or letterpress 








> WHEN a TO pe ..GO TO AN pw 
ye) Kising Papers 


. HE KNOWS PAPER! 


Mous Mos 


ASK YOUR PRINTER.. 


Rising Por pery 








May 1950 bring you....... SUCCESS 
PROSPERITY 
and PEACE 


Industrial List Bureau 
45 ASTOR PLACE GRamercy 5-3350 NEW YORK 3,N. Y. 











Lithographed! 


Have ‘em Lithographed because you'll 
get a beautiful job in record-breaking time. 

Have’em Lithographed by Peerless 
because we're equipped to handle any kind of lithographing 


job—large or small—one or multiple colors on high-speed presses. 
Write or phone next time you need GOOD printing QUICK. 


PEERLESS LITHOGRAPHING CO. 


4005 W. DIVERSEY AVENUE Dept. 4! CHICAGO 39, ILLINO!S 




















Professional 


MAILING 
LISTS 


Physicians 
paths, Dru 
Chiropractors, Chiropod'sts 


Veterinarians, Hospitals 


* Corrected daily. 
* Stencil addressing at low 
cost. 
* Write for count bulletins 
and prices. 
* 
Fisher-Stevens Service, Inc. 


345 Hudson Street 


New York 14, N. Y. 














Wher you 
need 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for the post fifty years. 
90 Fifth Ave.. New York 11 
OR 55-3523 








ADVERTISING ART 
Complete art service. all media. exper 
ienced in preparation of direct mail pieces. 
THE PRICE IS RIGHT! New Yorkers 
call WH 3-4575. others write 


A 
ntr Art 


New York. N. Y. 


109 Broad St 








Productive Mailing Lists 


Commercia!l-Industrial-Educational 
Ministerial-Professiona!-Individuals 
A r € 


Fred B. Fervest 





P. O. Box 54. GRAVETTE. ARKANSAS 








E ta ade 24 
S.0) +6] (3_x6j) Pid. Bk. 
SCOO = 10 (4jx9j) Pid. Blk. Ink c/e @ $4.00/m 


ATOMIC ENVELOPE CO. 


108 W. 17th St.. N. Y. 3. N. Y., AL. $-2425 


lem, AMERICAN DRUGGIST inven 
ted a novel clerk-training idea. Feature 
articles promoted this idea to every in 
dependent drug store in the United 
States, every manager of a chain drug 
unit, executives in department stores 
having drug departments, and chain 
store headquarters 
Each month, 
how drug store clerks missed opportuni- 
ties for related item sales. He gives 
silver dollars to those rare clerks who 
mention related items, or at least try 


roving reporter tells 


to trade up a sale in some fashion. 

Then, in October, AMERICAN 
DRUGGIST contained an article an 
nouncing the conversion of this Silver 
Dollar Shopper idea into a jackpot of 
valuable prizes which will be awarded 
each month to the clerks who did the 
yest job of trading up the Silver Dollar 
Shopper's purchase. 

In promoting this editorial feature to 
advertisers and agencies, E. W. Tim 
merman, Publisher, and Wallace Fors 
ter, Sales Manager, decided on an in 
tensive four-part campaign, to be con 
centrated within a three-week period 

The first promotion piece was a 
An empty magazine mailing 
wrapper was sent to advertiser and a 
gency lists. On it was surprinted in 
red, “This wrapper may look empty 


teaser. 


but read inside.” 

Inside, a brief message gave the forth 
coming editorial article a build-up and 
urged the advertisers and agency people 
to look for it when they got their Ox 
tober copy of the AMERICAN DRUG 
GIST 

Right on the heels of this teaser mail 
ing came the October issue of AMERI 
CAN DRUGGIST utselt, in the same 
wrapper, and again the surprinting on 
the wrapper referred to the Silver Dol 
lar Jackpot article. 

Then, within a few days, came an 
impressive 4-page, two-color folder on 
heavy stock. A silver spinning coin, 
about the size of a silver dollar, was 
pasted on Page 1 of the folder. 

4 knob on one side, and an arrow 
containing the words “You Win” on 
the other, added some retention value 
to the coin, for with it, the recipient 
might put it to such a useful purpose 
as deciding who would pay for a lunch. 
In addition, it carried the 
“AMERICAN DRUGGIST 
Dollar Jackpot .. . 


ing on one side. 


message 
Silver 
to pep up retail sel 
On the other, the 

theme of the editorial effort called 
‘Quick dollars tor quick clerks.” The 
tolder itself went on to explain just 
what AMERICAN DRUGGIST was 


doing in terms of editorial help to cope 


with the problem of retail selling and 
how advertisers could tie in with it. 

At the same time, all the AMERI 
CAN DRUGGIST space salesmen had 
been provided with the “Silver Dollar 
Spinner Coin.” These gave them the op 
portunity to describe the editorial fea 
ture on each sales call and to tell what it 
meant in terms of high readership and 
advertising opportunity. It also gave 
them something to leave behind with 
advertisers and agency people to re 
mind them of this story and to tie in 
again with the two promotion pieces 
and with the October issue of American 
Druggist. 

All this was coordinated into one 
package of specialized promotion con 
centrated within a span of less than 


3 weeks 


HOW MUCH DO YOU 
KNOW 


ABOUT PRINTING? 


Neil B. Powter has done it again. 
Before the last war, Neil (who is ad 
vertising manager of the Howard Smith 
Paper Mills Limited, Montreal, Can 
ada) wrote and produced some of the 
world’s best examples of promotion for 
direct mail and the Graphic Arts. Some 
of it was snitched for items in The 
Reporter 

The war forced Neil to limit his 
activities. But now he is back with 
a BANG. We've read his 78-page, 
paper bound 8')” x 11” book entitled, 
“The Fundamentals ot the 
ind Duplicating Processes.” It is the 


clearest, sanest, most helpful description 


Ir) 1 qv 
Printing 


and detailed analysis of the “four kinds 
of printing” we've ever experienced. 
It takes you step by step, in 
nearly kindergarten fashion (wonder- 
ful) through every operation involved 
in “transferring characters or designs 
from one surface to another to produce 
useful literature or documents.” And 
that includes mechanical addressing, 
multigraphing, mimeographing, bind 
ery operations, et 

The material was gathered during 
Neil's twenty-five or more years in th 
paper and printing industries, and with 
the cooperation of Canadian and 
U. S. A. manufacturers, plus some illus 
trative help from Leo Joachim’s Pro 
duction Yearbook. 

The Powter book is being distrib 
uted free of charge by Howard Smith 
Paper Mills to Canadian printers and 
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users of printing. We dont know COORDINATION 


what the policy will be on requests 
from below the border . . . but Neil 
has always been most cooperative. He 


Trade paper advertising and direct 
mail . . . are coordinated nicely by 
Elastic Stop Nut Corporation of Amer- 
ica, 2330 Vauxhall Road, Union, New 
Jersey. Sales Promotion Manager Bruce 
F. Linck showed us excellent example 

. how he took a very well accepted 


really should charge for it. As a text 
book for beginners or a refresher for 
old-timers, it’s worth one, two, three, 
four or five bucks . . . or as much as 
the trafic will bear. To our knowl 


4 et 
edge, there has never been anything (by company officials and customers) 


on the subject so completely complete trade ad and worked it into a self 
ind satisfying Thanks, Neil, for mailer, by rearranging art work and 


doing it. A on page 30 


le have long supplied mailing 
tailored to the product .. . 


r ners who are in 





ted in purchases through 
& tow of he marr Vs 

eeelicetens where or meril 

(Ome me 


1€ Aiko 
Vireo product ore 
solving Otfiewlt 
<a | asd DERN, « 
ine willa MAD » inc. 


LIST BROKER 


\ 215 Fourth Ave. 
Mr. Venetian Blind Buyer:....-- } New York 3. N. Y. 


We know "GUTS" is a rough word...but it is so descriptive! When you Oregon 97-4747 
want to eloquently describe someone or something that “CAN STAND g 
UP AND TAKE IT*....You say, “HE HAS GUTS* or “IT HAS GUTS!* 


Can you say the same for the Venetian Blinds you are buying and selling 
for the homes of your Customers, whom you want to keep satisfied and 
coming back to your store for more and more other merchandise? 


Read the "*behind-the-scenes* trade letter we recently sent to the 
Venetian Biind Industry. We feel you are entitled to read it too! 


After you have read it - and consider that Genuine “Long-Life* Self- ONLY 1 Va¢ PER NAME 
Lubricating Lignum-Vitae Pulleys, cost so little and do so guch...you ° 
sill understand why.... List Cost ( average ) 
FARSIGHTED VENETIAN BLIND BUYERS ARE INSISTING ON GENUINE SELF- . 
LUBRICATING *LONG-LIFE" LIGNUM-VITAE PULLEYS BEING USED IN THE can bring you 
HEAD RAILS AND CORDLOCKS OF STOCK AND CUSTOM VENETIAN BLINDS THAT 
ARE BEING SOLD THROUGH THEIR STORES. 


Don't settle for “something just as good"...*or something that is THOUSANDS OF Ly 


stained to look like Lignum-Vitae Pulleys"....but insist on the 
GENUINE “LONG-LIFE LIGNUM-VITAE PULLEYS IN HEAD RAILS AND HARDWARE 


...because it means customer satisfaction assured...less cézplaints 
and service calls. 


Yours for better and more efficient Venetian Blinds 


2. S. We'll be glad to mead LIGNUM-VITAE PRODUCTS CORPORATION CUSTOM ERS 


fature Yeoenas Baad Samuel E. Gold, 
Lterature 08 request Sales & Advertising Manager 


-¢ in 1950! 


TOMER LISTS 


4,000 MAIL ORDER MARKETS 
r LISTS through MAIL ORDER 
{EADQUARTERS 


HOW MUCH COPY... can you get on a sales letter? Reproduced above LI 
(reduced from a two-color 81/2" x 11” sheet) is one of a series of letters being LIST } 
used by Sam Gold to put across Lignum-Vitae pulleys for venetian blinds. 
This went to store buyers. while other parts of campaign went to manu- 
facturers. Notice the tough copy... the cataloging of sales points in margin 
. » » and pictures of products at bottom. Sam believes in telling his whole 
story in every mailing. He is selling an indus‘r'al product, but using every MOSELY “> LisT SERVICE 
trick or technique of the mail order operator. Artists or “preference surveys” AE 
might argue that such crowded letters are abortive ... but Sam can give Mad Order, Ss Meadquarters 
them a crushing rebuttal. His incoming mail... and his production records. 36 NEWBURY STREET 
Terrific! BOSTON 16 

NEW MAIL ORDER CUSTOMERS IN VOLUME 
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copy. That worked so well, he then 
reworked the second version into a 
four-page letterhead which is furnished 
to district managers and salesmen, with 
their names imprinted, for use in cor 
respondence. Says Bruce Linck: “We 
have found this a very satisfactory way 
to get product information into the 
hands of both customers and prospects. 
As a bonafide letter, the addressee is 
virtually certain to read it; there is a 
better than even chance that some pro 
duct feature—or some morsel of in 
stitutional value will be painlessly 
digested.” 

This reporter has been atter a good 
article on the subject of coordinating 
direct mail with trade paper adver- 
Not so much the actual re-use 
of art work, engravings, copy, etc 
but the relative value of each without 


tising. 


being competitive In other words, 
the value of each when supporting the 
other. Do any of you readers (indus 
trial preferably) have any figures or 
tests to prove that results from either 
medium were improved by adding the 
other with proper coordination? 

For instance . . . we heard of an 
nteresting case in a specialized relig 
ious field (but are not permitted to give 
ill facts, names, etc.). Mail subscrip 
tions to the service had been falling 
off considerably. It might have been 
the weather, something. 
But the circulation manager was wor 


ried. He inserted relatively small space 


season, ofr 


a national coverage religious 
paper in his field. After two insertions 
his direct mail returns took a big turn 
up. That, too, might have been due 
to weather, season or something—but 
he figured that people getting the di 
rect mail remembered seeing the ad 
in a reputable paper of their choice and 
t built “familiarity” and “dependabil 
ity” into his mail appeal. Incidentally, 
the space ad did not pay its way. 


ads in 


We'd like to get similar quotable 
Who 


stories in the industrial field. 
will volunteer? 


FILE THIS IDEA FOR 
NEXT YEAR 


C. H. Andrews, Jr. (Andy) President 
of the Surplus Materials Corporation, 
Stryker, Ohio wanted to inject some 
holiday cheer into all the letters he 
sent out during the month of Decem 
ver. He printed the following sketch 
on the back of all his letterheads, in 


Width, 5'>". The red ink 
strong enough so that it 


red ink. 
was just 
showed through the paper faintly on 
the typing side. Recipients could see 
Santa’s smile as they read the letter. 
The Reporter intends to adapt this 
idea for December 1950. 


Another good idea developed by 
Andy for his end of the year release 
to 100,000 prospects, a 9'>” x 1244” 
8-page catalog of all surplus materials 
Folded in half it became 
Printed at the bottom 


available. 
a selfmailer. 
of the address side was a little cartoon 


(reproduced here) with the following 
slogan: “Make the mails pay you divi- 
dends. Study our inventory. Use 
our salesman. . . Any letterbox!” 
That is good selling. 


PROTECTION 
AGAINST FRAUD 


Herman Herst, Jr. (the stamp dealer 
of Shrub Oak, New York) told us 
about the courageous policy of the pub 
lishers of The Rural New Yorker 
(published at 333 West 30th Street. 
New York 1). That policy should be 
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better known .. . tor it affects mail 
selling. The Rural New Yorker car- 
ries many advertisements which can 
be classified as “mail order.” Here is 
the statement carried on masthead 
the publication: 

“A SQUARE DEAL 


We believe that every advertisement in 
this paper is backed by a responsible person 
We use every possible precaution and admit 
the advertising of reliable houses only But 
to make doubly sure, we will make good any 
loss to paid subscnbers sustained by trusting 
any deliberate swindler, irresponsible adver 
users or musleading advertisements im our 
columns, and any such swindler will be 
wiblicly exposed We are also often called 
upon to adjust differences or mistakes between 
wir subscribers and honest, responsible houses, 
whether advertisers or not We willingly 
use our good offices to this end, but such 
cases should not be confused with dishonest 
transactions We wotect subscribers against 
rogues, but w will not be responsible for 
the debts of honest bankrupts sanctioned by 
the courts. Notice of the complaint must be 
sent to us within one month of the time of 
the transaction, and to identify it 
mention Tue Rurat New Yorker when 


ui should 


writing the advertiser 

In other words The Rural Neu 
Yorker will intercede in any case where 
there has been deception, fraud, or even 
misunderstanding, whether the injured 
party is a subscriber or not, or whether 
or not the one accused is an advertiser. 

That is a real effort to clean up ad 
vertising . . . and should receive the 
commendation of the A. F. A. and the 
whole advertising fraternity. 

The Reporter has quietly followed 
this policy for years. We are con 
stantly trying to detect fraud cases in 
the mail and report them when found 

proper authorities. We have often 
acted as arbiters between mail adver- 
users and those who felt they didn’t 
We believe that the 
D. M. should seriously consider 
adopting a general policy of spear 
heading a movement to keep the mails 
clean and Make the 
D. M. A. A. the central clearing house 
for all complaints. It’s worth serious 


get a square deal. 


respectable. 


consideration. 


IMPORTANCE OF 
THANK YOU'S 


The whole story is told in this report 
from Dick Mathewson, General Man 
ager, United Nations World, 319 East 
44th Street, New York 17 
Dear Henry 


These days m 
ust amazing how man 


> 


Continued on page 32) 


JANUARY 13950 





CLASSIFIED ADVERTISING 





Rates: $1.00 per line—minimum space 3 lines Help and 


Situation Wanted Ads—S0c per line—muinimum space 4 lines 








ADDRESSING MAILING LISTS 
NEW MAILING LISTS! (Prices in- 
one copy on labels, duplicate 
1eets) 249 LEADING JEWELRY 
S STOCKING GIFTWARES, ETC 
i 5024 IND. DRUGGISTS RATED 
20M. $37.50 Both lists may be pur- 
= geographical sections 
NEW 1950 CATALOG OF 
OLESAL E, RETAIL ve New 
‘ evs, 33 Union Sq. N. Y. C 

GR 7 8604) 





ADVERTISING AGENCIES 


SELL YOUR PRODUCT WITH pull 
mail order, agent ads 
We show you how mailing list. 1949 buyers 
Martin Advertising Agency ail order chicks. Available any quan- 
ISP East 40th Street New York 16, N ti y ; Will address your 
vel irni n perforated 
Write Black's 





ART Ave., Columbia 





FREE SAMPLES, READY-TO-USE ART 
Thousands of smart line drawings by 
top artists, less than Se each. Thrifty for On IK AND 
paste-ups. Write for free samples and a : ‘ : 
current release on approval. H. Volk raph and Addresso 
Box 207, Atlantic City, N. J I nachines. We specialize in the 
. re-manut ring of used ribbons. Chi 

Co., 19 S. Wells St 


MULTIGRAPHING SUPPLIES 


SUPPLIES for the 


N 
iplig 





EQUIPMENT FOR SALE 





Resets et Fa OFFSET PRINTING BUYERS 
IRECT MAIL ADVERTISERS—C 
tial Mailers; Once-In-A-Lifetime £ n lithographic and lettershor 
gain Opportunity r-new Ellio i nly finest quality black and 
\ddressograph, automatic w ed \ > ar 1 work seeking increase 
oO S : 
ne »tenci >» wi fit sharing arrange 


150,000 Wp n =ncil ~ rit ment w it investment to a person 
. : controlling volume 

1d 14x20 presses. Plant 

rge composition and 

camera, binderv. let- 


equipment, several _ multiliths 
me $50,000 yea Equip 

] r times this volume 

2st confidence. Box 

17 East 42nd St 





PRINTING & CUTS 





¢ MAILER & RETURN CARD printed 
HELP WANTED—MALE wi illustrated headings 22M -$21 
; LOW cost. Box 39, Woodside 


xt 


Multilith oper 





Department of Catho 

: References required STENCILS 
Reporter, 17 E. 42nd St., 

rs trom NEW Stencils 

° Dat ed PROCEL stencils make 

ygian Black they seem to be 

pene PROCEL works with 

gives maximum legibility, mini 

type clogging. Let 

Write to 

iplicator Supplies 

Bridgeport 1. Conn., Dept. R 


informa 





ir letters! 





rhe moral is: Send plenty ot “Thank “How To Use Direct Mail Success 
You's” during 1950. It will help make fully” can be obtained from the Na 
your business better tional Retail Dry Goods Association. 
Price, $2.50 to NRDGA_ members; 


$4.00 to non-members. Py 


RETAIL DIRECT MAIL Inc dental, the De portman ot Com 


; merce has just released a 38-page book 
Howard P. Abrahams, Manager ot pag 


the Sales Promotion Division and Vis 
ual Merchandising Group of the Na 
tional Retail Dry Goods Association, 
100 West 31st Street, New York 1, has 
wrought out a new NRDGA publica 
tion entitled “How to Use Direct Mail 
Successtully 

This new NRDGA_ book includes 
chapters devoted to 1) The amount ot 


direct mail being used, and the ad LETTERS WE LIKE 
intages of its use by retailers; 2) Direct 
add been io one of —— res nail objectives; 3) Building direct mail TO GET 
sts; 4) Determining the type of print 


Polly Mathewson 1, oF tterhead 5) A 
| > ng tou 1 t man; > t and ty 
of School Service Bureau, 464 Broad eed vedeerrandeens p Ae 


let by Joseph H. Rhoads entitled “Guide 
to Government Information on Retail 
ng.” Price 15¢ from Supt. of Docu 
ments, Government Printing Office, 
Washington 25, D.C. It’s an index to 
all Government publications dealing in 


any way with retailing 


pography; 6) How to use photography 

Street, Windsor, Connecticut, signed by =) t : t Btt ; 
1 ) Estimating results ol rect mal; 
Robert W. Hoskins, Director - 5 7 : 
8) Typical examples of profit making 
M R. I). Ma i. ly 
direct ma peeces 

! t \ ! 

M 65 It should fill a long telt need tor 
ihc information on retail direct 

nail practices. “How To Use Direct 
} t t names 


Mail Successfully,” was written by 





states 
seven retail authorities on the subject 
Wash 


They include Willard H. Campbell, moo, Ga en cen, Sho 
> " ‘ ‘ Miss er Tenn 
Pa “9 Time Out 


James Rotto, The Hecht Company, hot I city 
Washington, D. C.; Salie Wyker, Allied 
Graphic Arts, New York City; H. Mil 

ton Anderson, Russell-Anderson, New 

York City; W. S. Prentiss, Warsaw & 

Company, New York City; Natalie W 

Baldwin, Sibley, Lindsay & Curr, tk 
Rochester, New York and Howard P. “ee as 3 mile 
\brahams of the National Retail Dry ‘rom Time Out 


Steel « 


Schuneman’s, Incorporated, St 


(;oo0ds Association 


CORPORATED 








460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 
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SHORT NOTES 
DEPARTMENT 


(Continued from page 7) 


his trucks and tractor-trailer units, an 
operator can keep a quick. accurate 
and simple day-by-day check through- 
out the year on the performance and 
expenses of his fleet. 

The record books are furnished with- 
out charge to owners. whether or not 
they operate Autocars, through the 
company's 53 factory branches in the 
United States and through dealer repre- 
sentatives in this country and in South 
America, Europe and the Near East. 
The book can also be obtained by 
writing to the factory in Ardmore. 

It's a good way to keep the name of 
Autocar before drivers and owners 
every day in the year. 

eee 

@ TOO BAD... Nation's Heritage 
couldn't continue. It was a great ex- 
periment but there were not enough 
subscribers willing to pay $150 per 
year for this bimonthly masterpiece of 
the Graphic Arts. All first year subs 
were fulfilled . . . but publisher Forbes 

d i with the sixth 





P 
edition. 

— 

eee 


@ CREATIVE ARTISTS. designers and 
draftsmen should be able to save time. 
cut costs and insure accuracy with that 
new Art-O-Graph image projector. now 
being manufactured by J. A. Engel. Inc.. 
Minneapolis. See pix. Sharp images 
of physical objects. photographs. art- 
work, plans. patterns and color trans- 
parencies can be projected. Any copy 
can be enlarged up to four times and 
large copy can be reduced to fractions 
of an inch. It needs no excessive 
darkening. Only dimming of brightest 


light may be required for maximum 

enlargement. Sounds like a slick idea 
. with many applications in direct 

mail field. Write J. A. Engel Inc. 624 

Syndicate Blidg.. Minneapolis 2 Min- 
ta for plete details. 





—_— 
eee 


@ THE SILLIEST LETTER we've seen in 
a long time was sent to publishers by 
the General Patent Attorney of Tele- 
type Corporation, Chicago I4. . . . giv- 
ing a long rambling description of how 
“Teletype” is a registered trade mark. 
and must not be used as a common 
noun, verb or adjective. The conclusion 
is a lulu... “Your cooperation in con- 
nection with the matter will be greatly 
appreciated, and it would be most grati- 
fying if you would give your assurance 
that every reasonable effort will be 
made in so far as your activities are 
concerned that the Trade Mark “Tele- 
type” is respected as a trade mark in 
its presentation.” The legal and ad- 
vertising departments should get to- 
gether and decide what sort of strategy 
is best for building good will. 


-_ 
ede 


@ SPEAKING OF LAWYERS and direct 
mail... we've seen the letter sent by 
attorneys for the Book-of-the-Month Club 
to people who have started an “of-the- 
month” operation. Claim is made that 
Book-of-the-Month has exclusive right 
to use of this terminology. So far as 
books are concerned ... yes. But all 
the people we've consulted think the 
generic ter logy belongs to every- 
ene. You can have a Fruit-of-the- 
Month. Plant-of-the-Month. or any other 
of-the-month without injuring the rig.ts 
of the Book Club. Lawyers sure try to 
make business more complicated. 





eee 


@ BRAND NAMES FOUNDATION is do- 
ing a bang-up direct mail job to help 
put across its program which is de- 
signed to promote a better understand- 
ing of the part band names and adver- 
tising play in making the good life of 
America. 

President Henry E. Abt (119 West 57th 
Street. New York 19) sent us copy of 
latest 114" x 18", 28-page manual 
mailed to every daily newspaper in the 
United States and all the A.B.C. week- 
lies. (A similar but differently slanted 
manual was sent previously to all mag- 
azine publishers.) Gives samples of 
advertisements (mats available) which 
publishers can run to encourage pur- 
chase of brand name goods and “to 
make all display copy more valuable 
to your advertisers”. Also layouts and 
ideas for local cooperative and in- 
dividual advertising. 


distaste + 


Included too... gg 





A good job. Those interested should 
get a copy for the idea file. 


@ STIR UP some correspondence with 
DeGeorge. Inc. (tailor) of 20 North 
Michigan Avenue. Chicago 2. Illinois 
... if you want to see some beau-ti- 
ful stationery. Monarch size, double 
deckle on both letterhead and envelope. 
The designer must have heard Tom Beck 
at the Chicago DMAA Conference . . 
concerning the advantages of quoting 
from authority. The flap of the envelope 
and the bottom of the letterhead contain 
this quot om from Shakespeare: “Let 
thy raime « be rich not gaudy, for the 
clothes oft bespeak the man.” 


—_ 
eee 


@ WE SHOULD HAVE a “Personal De- 
partment” in this magazine what with 
all the changes taking place. But we 
can't seem to get around to it. Larry 
Chait. well known Wall Street Journal 
direct mail promoter and Vice President 
of New York Hundred Million Club 
moved January Ist to the job of Ad- 
vertising Manager for Arthur Wiesen- 
berger & Company. members of New 
York Stock Exchange. who use tons of 
SEC approved direct mail. Our old 
friend John Plank (formerly of Shelby 
Salesbook Company) was _ recently 
made Vice President of Howard Swink 
Advertising Agency. Marion. Ohio. 
Another old friend. well known to 
DMAA conventioners. has moved 
from Bartlesville. Oklahoma to Cleve- 
land, Ohio - John G. Guardiola. 
formerly with Phillips Petroleum Com- 
pany is now Director of Public Relations 
for The Wetherhead Company. 300 East 
13lst Street. Cleveland 8, Ohio. Harry 
Porter should put him to work on next 
year's convention promotion. We al- 
ways like to hear about promotions and 
changes in the direct mail fraternity. 
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@ BIGGEST CHRISTMAS message of 
the past season came from Arnold Kates 
and his gang at Mailograph Company. 
Inc., 39 Water Street. New York 4. 36” 
x 10” x 2” box with a tipped on 19” x 
8%" label and card was delivered by 
messenger. Inside box a new fangled 
folding Kan-O-Seat . . . a combination 
cane and seat. which when opened 
comes in handy for watching parades. 
golf matches, television. or what have 
you. 
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@ WHAT ARE YOU doing with Direct 
Mail? Is The REPORTER on your mail- 
ing list for all your mailings? We 
search all incoming material for the best 
ideas to report in Short Notes or other 
departments of the magazine. You may 
as well “get in the act.” 


THE REPORTER OF DIRECT MAIL ADVERTISING 





"HARD-SELLING ADS 


are the hardest to tailor!” 











JAMES M. SECREST 
Typographic Art Director 
RUTHRAUFF & RYAN, INC, 


‘“‘WE’RE NOT creating art exhibits. We’re out to sell 

goods, and the principles of salesmanship in print are even 

harder to meet. As in the example shown here, every 

element has to fight for attention, all must be balanced Write us on your letter- 

in their relative importance, and differentiation can’t be head and we will put your 

allowed to lead to incongruity. That takes some doing, "™¢ 0” our mailing list 

and, if it weren’t for the wealth of ATF’s excellent, db eenthe nsw ite ingen 
tua , folders and other material 

hard-hitting types, I don’t know how we’d manage it. I’m — on tyne and ideas for its 

constantly specifying readable, adaptable ATF type faces.” effective, attractive use. 


American Type Founders (Gai) sii lies 


Elizabeth B, New Jersey 


Branches in Principal Cities 





bring your layouts to life... print on 


INTERNATIONAL H UDSON GLOSS 


The story is out, and it’s on International’s HUDSON GLOSS! The fine 


performance —on flat-bed or rotary presses, with single or multiple-color 
printing. The versatility—for booklets, broadsides, house organs, all sorts of 
advertising literature. And the value—here’s a real buy in a process-coated book paper 
for letterpress printing! International Paper Company, 


220 East 42nd Street, New York 17, N.Y. 


INTERNATIONAL PAPERS 


for Printing and Converting 





